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What your WOMEN CUSTOMERS 
are reading in their favorite magazines 


From an article 


“TRAMP-TRAMP-TRAMP 
The Girls Are Marching” 
by MARGARET FISHBACK 


in DELINEATOR, APRIL, 1934 


THEN there is Ned Wayburn, famous teacher 
of walking and dancing. Among his disciples are 
Mae West, Marilyn Miller, Marion Davies, 
Jeanette MacDonald, and Ina Claire. 


Mr. Wayburn says: 

‘Graceful walking is as much of an art as toe 
dancing, and far more useful. | teach the 
student walker to shift and distribute the 
weight properly, bringing the heels and knees 
together, dividing the weight equally between 
both feet. Grace and good carriage may be 
accomplished with patient practise in cor- 
rect walking. ” 


NOTE: The-emphasis indicated is our own. 


FEET and proper walking come in for lots 
of attention in the reading fare dished up to 


American womanhood. 


She is constantly reminded that beauty, 

Brown bilt health, and poise ayer upon her Lena The 

* features of Brown bilt Tread Straight shoes 

> TREAD oTRAl GH correspond accurately to the requirements 

CL nes” specified by the writers of these magazine 
for Women articles. 


That is why Brown bilt Tread Straight shoes 
are being featured by alert merchandisers. 
They recognize the advantage of offering a 
line, the features of which are constantly 
advocated by entirely disinterested writers in 
the favorite magazines of their customers. 
Write us for full particulars. 

Also manufacturers of Brownbilt Tread 


Drwowr Dnoe Bowsgarnny SAINT LOUIS @ Straight Shoes for men and Buster Brown 


Tread Straight Shoes for boys and girls 


When writing advertisers please mention Boot and Shoe Recorder 
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AJOR ERNEST C. BLACK- 
WELL, sales manager of the 
Spaulding Fibre Co., recently com- 
pleted a motor tour of 3000 miles, 
during which time he contacted 
principal manufacturers and retail- 
ers in the shoe centers and key cities 
of the country. 











shoe is being steadily sought by 
both leading buyers and small re- 
tailers, and it is encouraging to note 
that retailers, having weathered the 
unfortunate experience of handling 
shoddy merchandise over a period 
of two and a half years, have awak- 
ened.to the fact that consumer sat- 
isfaction is available for a slight 
increase in the maker’s price. 
Major Blackwell cited interest- 
ing experiences with at least seven 
retailers who have secured repeat 
sales and new customers due to the 
fact that they have stepped up their 
counters from an inferior grade 
with but a slight increase in cost 
and have had excellent results from 


the same. 
*% * * 


T OUIS TIMSON of Boston, who 

outfits adventurers and sports- 
men with footwear, has just had 
made some boots for the Harvard 
College expedition that is to ex- 








plore the African bush country. 
There are several unusual features 
to these boots. 

The uppers, of heavy cowhide, 
are treated with an “anti-spew” 
compound that was mixed by a re- 
search chemist. The climate in the 
bush country is so damp _ that 
leather in shoes, if of the ordinary 
sort, moulds almost overnight. 
Some of the grass in the bush coun- 
try has such sharp edges that it 
cuts ordinary leather as if it were 
prongs on a barb wire fence. So 
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Mr. Timson has covered the toe 
with a leather that is hardened to 
resist sharp edges. It’s sort of a 
leather armor that he had put onto 
the toe of the shoe. 

Furthermore, he has borrowed 
from the ski boot the idea of an 
extra extension on the toe of the 
sole. That is to crash the grass 
with each footstep, so as to lessen 
the chances of the sharp edges of 
the grass cutting the leather of the 


upper. 


* * * 


ARVE HENDRICK, well- 
known shoester connected 
with the Boston Shoe Shop, is now 
“Up in the Air” over Baker, Ore- 
gon—as he has become adept in 
handling a plane. He _ recently 
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made five perfect landings and rates 
an aviator’s acclaim. 
* * % 
TEPPING out of the horse-whip 
business, Keyston Brothers of 
San Francisco, established in 1868. 














now is in the hands of the third 
generation of continuous ownership 
and operation—with the fourth gen- 
eration learning the business. They 
have now acquired the leather and 
shoe finding business of Dolliver 
& Brother, San Francisco, and the 
leather and shoe supply business of 
N. Porter Saddle & Harness Co. of 
Phoenix, Ariz. 

The record of the Keyston busi- 
ness is a chronicle of California’s 
development. In the days of gold, 
Samuel Keyston and his two sons 
made horse whips for the gentry of 
the State. With the coming of the 
cattle era, whips still played an 
important part, but saddles, bridles, 
spurs and chaps featured the line. 
Wheat, crowding out the cattle, 
brought a change in the business. 
Harness became an item of major 
importance, and with the increase 
in population that comes with the 
breaking up of great ranches, Key- 
ston’s added leather and shoe find- 
ings to the business of saddlery. 





When, in the 1920's, tractors 
threatened horses, new outlets for 
leather were sought and found in 
cowboy outfits for children. To- 
day, Keyston Bros. are the largest 
manufacturers of leather goods west 
of St. Louis. 

* * * 
R. T. L. NORTHUP of Mor- 
ristown, N. J., answers Charles 
Henry Baber of England in the con- 
troversy of “Heels vs. No Heels.” 
He says: 

“Mr. Baber deserves credit for 
having the courage of his convig- 
tions and should be complimented 
on his ability to persuade 15,000 
persons to wear shoes without heels. 
I am sure, from the last paragraph 
of his paper, however, that Mr. Ba- 
ber would not insist on heelless 
shoes for every occasion, for he 
says, ‘If it were possible to keep the 
feet of children strong while in the 
growing stages, they would be bet- 
ter equipped to wear fashionable 
shoes later on.’ 

“Neglected feet need radical 
treatment, and I am free to admit 
that I see many feet that would be 
greatly benefited by a_heelless 
shoe, but I still feel that the great- 
est damage is being done to feet 
today by an imbalance of the heel 
and a lateral distortion of the bones 
in the transverse arch. This is a 











correction that can be made without 
detection on the part of the cus- 
tomer without changing the out- 
ward appearance of the shoe. 

“It seems to me that there can 
be no argument against barefoot 
walking, but no shoe can be made 
with any semblance of fit that will 
not in some way restrict the mo- 
tions of the foot, and for that reason 
I still indorse Dr. Marshall’s idea 
of a variety in the height of heels 
suited to the occasions for which 
they are worn. 

“Mr. Baber cannot possibly be 
more jealous of the proper care of 
children’s feet through the develop- 
ing stages than I am. Certainly, 
prevention is better than cure.” 


BOOT AND 





—Have you got an “idea man” in your or- 
ganization? 

—lIf not, you should get one. 

—For “a business that has gone sterile on 
ideas is on the rocks regardless of how 
many adding machines it is operating.” 

—Ideas are the seeds from which all 
progress grows. 


—And ideas, to be effective, must ever be’ 


new and fresh. 

—An idea is “a plan or purpose of action” 
as well as “a conception of any perfec- 
tion.” 

—The life of the average business is only 
about seven years. 

—That’s because the average business 
hasn’t any ideas to grow on. 

—Keep your “idea man” on the job and 
you won’t have to worry about any seven 
year period. 


yp a 


President. 





HARLES HENRY BABER of 
England, in answering Dr. 
Northup of New Jersey, says: 

“The point I would take up is— 
Mr. Northup says: “The importance 
of articulations between the Astra- 
galus and Os-calsis—if the foot 
were on a level, then that is where 
you would get the correct articula- 
tion between these two bones. If 
you elevate the back of the foot, or 
the Os-calsis, you at once throw the 
Astragalus forward, thereby discon- 
necting, to a certain extent, the ar- 
ticulation between the Os-calsis and 
the Astragalus. Therefore the As- 
tragalus going forward to meet the 
demand of a shoe on a plane, or a 
height, would necessarily throw the 
Astragalus out of its weight-bearing 
point for the ankle bone. If any- 
one will take a skeleton foot and 
elevate it at the back one-half an 
inch, they will see my meaning. 

“As regards the building up of 
the shoe for the longitudinal arch, 
or for the wedging of the shoe in 
the inside, both are unnecessary, in 
my opinion, if you would do without 
heels; but once you elevate the foot, 
then one begins to look for some- 
thing to counteract the defect which 
must take place in the foot, and 
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that, in my opinion, is why manu- 
facturers and anyone interested in 
the shoe business is looking for 
remedies to meet the cause.” 


* * * 


HANKING Havana for the Jai 

Alai shoe, the South Sea Islands 
are destined to see America’s inter- 
pretation of this new novelty oxford. 
Ben and Joe Alexander, progressive 
retailers and operators of the Pack- 
ard Boot Shop in Hartford, Conn., 
have recently equipped an entire 
expedition, headed for the South 
Sea Islands, with “Skokies,” M. A. 
Packard’s interpretation of the now 
well-known Havana sport shoe. The 
members of this expedition are des- 
tined to follow tangled trails into 
dense jungles. 

The Alexander boys, wide-awake 
for the exploitation of any novelty, 
lost little or no time in introducing 
“Skokies” in their city, and as a re- 
sult cornered a major share of the 
collegiate trade in and about the 
well-known insurance city. 

* * * 

G. HOLT, who has been as- 

e sistant chief in the leather, 
rubber and shoe division of the Bu- 
reau of Foreign and Domestic Com- 
merce, has been appointed adminis- 
tration member of the code author- 
ity for the reclaimed rubber manu- 
facturing industry. He will take 
part in deliberations of the code au- 
thority as representative of General 
Hugh S. Johnson, but will not have 














‘ C. LAWRENCE LEATHER 
e COMPANY will have its ani- 
mal fair on the Isle of Enchantment! 
at the Century of Progress Expo- 
sition in Chicago this season. All 
the animals, the cast and the dogs, 
the sheep and the bears, will be 
there. The toys are all to be made 
of golden fleece woolskin, or sheep- 
skin with the wool on, colored to 
a golden hue. The exhibit, a toy 
shop which will make toys while 
customers wait, will be by the Win- 
chester Toy Company, a subsidiary 
of the A. C. Lawrence Company. 
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R. NORTON, general merchan- 

e dise manager of the shoe divi- 
sion of Truly Warner’s, says: 

“Last January when I was detail- 
ing styles for Spring, I had samples 
made of suede shoes trimmed with 
black patent leather, tan patent 
leather, black calf, and so forth. 
When I tried to solicit the opinion 
of people who I thought were au- 
thorities on men’s styles, they 
laughed at me. But the more they 
laughed, the more I thought that 
they were still procrastinating on 
men’s styles. So I gambled with 
a chain of twenty-five stores on 
these suede shoes, in four widths 
and a representative investment for 
each store on each style, backed up 
with a reserve to replenish these 
sales, in gray suedes, brown suedes, 
with patent leather straight tips, 
patent leather strips a half inch 
away from the eye-stays, wing tips 
in black calf, and all-over plain 
gray and brown suedes. 

“Since the first of March, these 
suede shoes have gone over in such 
a volume way from coast to coast 
that I have not been able to replace 
orders fast enough to meet the sales. 

“This Fall I am going to detail 
a line of shoes altogether different 
from what the men have been wear- 
ing for the last half century and 
take my chances. 

“There are too many buyers and 
manufacturers who are satisfied 
without anything different in the 
men’s styles, season after season. 
Men are not a great deal different 
from women. They have a lot of 
vanity, and like to change, and if 
it is presented to them at the right 
time, they will accept.” 


* * * 


E. STEINBRING, shoe retail- 

e er at Ripon, Wis., sold a pair 
of high-top camping boots to one 
of the molls in the Dillinger gang, 
trapped recently in northern Wis- 
consin, but which later escaped. 
Steinbring identified the girl from 
# picture published in a local news- 
paper as the young lady who made 
the purchase. A man supposed to 
be Dillinger waited for her in a 
sedan outside the store. The girl 
appeared very nervous while mak- 
ing the purchase and urged Stein- 
bring to hurry the fitting. 


1934 


W. GARDINER CO. of Lynn, 

eMass., is celebrating their 
golden anniversary and showing, 
with pride, the first pair of shoes 
worn by their founder, Thomas 
Wilson Rogers, together with a va- 
riety of other footwear, new and 
old, including some specimens of 
shoes as made in Lynn fifty years 
ago. Altogether, it’s quite a dis- 
play of boots and shoes, side-lace 
boots, Congress boots, square-toed 
shoes, dancing slippers, etc. 





The baby shoes that Thomas 
Wilson Rogers first wore in 1849, 
are of “catskin” for the uppers, a 
woven fabric with a fleecy finish, 
and the soles are of alum-tanned 
kid, and the linings of silk. The 
shoes were made entirely by hand, 
and the a is unusually fine. 


* * 


pw right retail boot and shoe 
dealers to deduct from their tax- 
able incomes such funds as they are 
required to contribute to the na- 
tional retail code authority is up- 
held in an interpretation just an- 
nounced by the Bureau of Internal 
Revenue. 

The amount paid by a retail es- 
tablishment as its assessment for the 
necessary expenses of code admin- 
istration, provided it does not ex- 
ceed $1 for each employee, is de- 
ductible as a “business expense.” 


A ruling had been requested on 
this question for the purpose of 
avoiding later controversy and pos- 
sible litigation before the United 
States Board of Tax Appeals, there 
being no precedents in revenue act 
decisions which might be followed. 

The NRA code for the retail 
trade, approved by the President, 
Oct. 21, 1933, provides that the ex- 
penses of administration shall be 
equitably assessed and collected. In 
accordance with that provision, the 
national code authority issued regu- 
lations, with the approval of the 
Administrator, under which each re- 
tail establishment subject to the 
code is required to pay 25 cents for 
each of its employees. 


* * * 


F insurance salesmen buy as 

many shoes from every other 
store in town as they do from us, 
the insurance business ought to be 
pretty well shod,” says M. Morger, 
manager of a Nunn-Bush store at 
Denver, Colo. “Numbers of them 
come in and buy shoes, and as soon 
as their purchases are wrapped up, 
start trying to sell us insurance. I 
don’t know how many million dol- 
lars’ worth we’ve been offered. 
These fellows seem to be an op- 
timistic lot—spending their money 
in the hope we'll spend ours—but 
we appreciate their business any- 
way. Seriously speaking, though, it 
does pay to develop a following in 
a particular line of business. One 
friend in the insurance business, or 
any other business, makes others.” 





“And the boss said, ‘Always sell them an extra pair.” 
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A Young Man Plansa 


And Reduces the Risk of the Adventure by Facing 


lies the dream of some day owning his own store. 

Out of just such dreams will come the great shoe 
stores of tomorrow. Out of those same dreams, too, 
will come the failures of tomorrow. 

It is safe to say the dividing line between success 
and failure will rest in no small degree on the accuracy 
of planning the entire set-up before making a single 
move. 

For example, suppose a young man who is able to 
finance a $10,000 stock decides to open a family shoe 
store in a city of 30,000 population. Or he may even 


[ ) ts in the heart of every young shoe salesman 





























The young man, just start- 
ing out in the shoe busi- 
ness, should remember 
that shoes are a seasonal 
proposition. They lose 
value when carried over 
from one season to the 
next. So he should plan 
to have his stock at the 
end of each season at 
least 20 per cent under its 
planned average. Then, 
at the beginning of the 
following season, he may 
allow it to rise as much 
as 20 per cent over the 
average inventory. 
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a Few Facts Before They Become "Fumbles" 


be planning an expansion of his present business. Just 
how can he pre-construct this new business to be sure 
he is starting off on a profitable basis? 

His first question will be: “What will my volume 
be?” which is another way of asking, “How often will 
I turn my $10,000 stock?” That depends. 

Presuming a 2.3 time stock turn can be made, a 
$10,000 stock will produce a $23,000 annual volume 
at cost. This should amount to about $35,000 at retail, 
giving a $12,000 gross margin, or 34.3 per cent—at 
least, that is the way it would be planned on his Esti- 
mate Chart. 

In a specialty shoe store it is possible to do 
as high as $60,000 on a $10,000 stock, but 
experience shows the average family shoe 
store simply cannot do much, if any, better 
than $35,000 on that much stock, and many 
stores fall below that figure. 

A $35,000 volume will allow $10,500, or 
30 per cent, for total expenses. It will be 
pretty hard to make a profit if expenses ex- 
ceed that figure. While individual shoe stores 
vary greatly, still, as an average, they have 
somewhere near one dollar in expenses for 
every dollar in stock. Peculiar—but true! 

The most important item in this $10,500 
expense account is salaries, which will prob- 
ably be estimated at $5,600, or 16 per cent. 
Of this, the proprietor himself should draw 
about $2,400 as his personal salary. That 
leaves $3,200 for selling salaries, which might 
be divided up as follows: $30 a week for one 
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MY BUSINESS OUTLOOK 





Business 


By 
MURRAY C. FRENCH 





Gross Margin... 

{Original Markup 40%) 

i] EXPENSES 
Selling Salaries §3, 200 
Proprietor'’s 
Total Pay Roll.. $5,600 
Rent « 
Advertising..... 
Other Expenses.. 

Total Expenses.... 


PE weve cee eek <$ 55,000 
vee 12,000 


" at 


4 


400 


1,800 
1,000 


_2,100 





Profitec.. 





salesman, $25 a week for another 


STOCK AND SALES 





and $7 for extra help when needed. 

This estimate may be a trifle low. 
It would seem easy for three full- 
time men, including the proprietor, 
to sell $35,000 a year, but national 


Men's. 
Pi Yomen's 





Children's..... 
Miacellaneous.. 
Total.. 


Stock 
(cost) 
@ 2,900 
4,800 
1,700 
600 
$10,000 


Sales 
(retail) 
$ 8,400 

19,300 

47500 
2,300 
¥ 25,900 


% of total 
Sales 
O45 

55% 

13% 

8% 

00% 


Turnover 
1.9 times 
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averages show that lately it has 
taken about four men to sell $35,000 


An Estimate Chart, 


showing how a man who intends 


to oven a shoe store must pre-construct his entire 


a year. 

Then rent! There is an item he 
must figure most carefully. A $35,- 
000 volume will just about support 
an $1,800 rent. In a large city it may be necessary 
to pay more, but in quite a small town even $1,800 
would be too high for a $35,000 volume. It amounts 
to 5.2 per cent. 

Advertising is likely to cost around $1,000, or 2.8 


set-up before making a single move. 
sumes a family shoe store which will carry a $10,000 
stock in a town of 30,000 population. 


per cent. It may even be more than that the first year.- 


This leaves $2,100, or 6 per cent, to cover all other 
expenses, which include insurance, taxes, depreciation 
of fixtures, supplies, etc. 

The Estimate Chart shows our budding merchant 
plans on a gross margin of 34.3 per cent, which seems 
like a reasonable expectation. But he must remember 
this figure includes the year’s allowances, shortages 


There are limitations 

to the operations of 

any shoe business, 

which are controlled 

largely by one factor, 

the amount of cap- 
ital. 


This case pre- 


ee 


and price reductions of all kinds, which must come out. 

So the original mark-up must be fully 40 per cent. 
To accomplish this he must mark his women’s shoes 
more than 40 per cent, for his men’s shoes will prob- 
ably run slightly under that figure and children’s may 
not average over 38 per cent. 

Then comes the question of stock. First, before a 
single order is placed, this $35,000 estimated volume 
must be divided into departments. The Estimate Chart 
shows how this division is likely to result. In the 
average family shoe store the volume in women’s shoes 
is somewhat over half the total, while men’s shoes 
run nearly double the children’s volume. From these 
departmental volume figures he may arrive at a good 
estimate as to the stock each department can carry. 

However, the ratio of stock-to-sales will not be 
uniform for the different departments, because his 
women’s shoes will doubtless turn faster than the men’s 

and children’s. This difference shows 
up in the Estimate Chart. The stock 
turn figures shown there may seem woe- 
fully low. They are, but they represent 
the average situation as it is, not as it 
should be. 

Furthermore, our young man must 
remember the shoe business is a sea- 
sonal proposition. Most shoes lose 
value when carried over from one 
season to the next. So he should plan 
to have his stock at the erd of each 
season at least 20 per cent under its 
planned average. Then at the begin- 
ning of the following season he may 
allow it to rise to as much as 20 per 
cent over the average even if he must 
borrow from the bank to take his dis- 
counts. 

[TURN TO PAGE 40, PLEASE] 










Photographs Shown Here Were "Blown-Up" by 
Neiman-Marcus Co. As Mural Decorations for Their 





New Sports Shoe Shop. Poses Are by Store Manne- 
quins In Shoe Models From the Sports Stock. Sketch 
Shows a Corner of the Sports Shoe Shop As It Im- 
pressed Neiman-Marcus' Art Director, Leon Dacus. 





Sport Shoe Shop has been launched with marked 

success within the exclusive confines of Neiman- 
Marcus Co., Dallas, Tex. Conceived and executed by 
the buyer, Burt Eastman, the shop is said to be the 
only one of its kind in America. 

Mr. Eastman divided his entire department into half 
for the creation for this elite new shop, which fairly 
breathes sports from the small modern check-writing- 
desk which is designed to carry out the thought of a 
first hole on a golf course and is even filled at one end 
with sand, to its walls, lined with “blown-up” photo- 
graphs of girls engaged in active and spectator sports. 

These photographs were made for the purpose of 
| decorating the new shop and blown up to 12 x 12 feet. 
| At the end of each photographic mural are small open 
shelves in bright hue and in bookcase style, that house 

one each of the sports shoe styles shown in the accom- 
panying photographs. 

Featured shoes in this unique shop are lines for 
tennis, golf, riding, beach and spectator use. Debutante 
styles for the opening were as follows: Spectator shoe 
with moccasin thong lacing. Black patent, brown or 
blue calf, with white. White pig with white, $11.50. 
. . » Tennis shoe of white elk, $6.50. . .. The Jai Alai 
shoe for deck or golf. Like the rhumba it hails from 
Cuba, where it is worn by professional Jai Alai players. 
White or fawn bucko, new thick featherweight crepe 
heel and sole, $11.50. . . . Jodphurs or riding boots, 
$10.50 to $16.50. . 

To accent the existence of the shop, each shoe sold 


[ ‘spent Sin to the Southern sportswoman, a new 
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here bears the label, “SPORT SHOE SHOP.” 

Theoretically, as well as practically, this new shop 
has proved the crowning gesture in the history of shoe 
business at Neiman-Marcus Co., for Buyer Eastman 
based his conception on the program that any woman 
buying shoes for general or evening wear would not 
be half as susceptible to an additional pair of sports 
shoes unless she saw the actual shoes in an actual 
sports environment that tempted her imagination. Walk- 
ing on the soft green Sports Shoe Shop rugs that are 
incredibly excellent replicas of grassy greens, any cus- 
tomer is susceptible to the lure of newest golf oxfords, 
this new shop has proved. 


eee salesman in the shop takes enough interest in 
each customer to sell her the correct shoe—a funda- 
mental Neiman-Marcus policy that has built this shoe 
department into one of the foremost in the entire 
country. Customers recognize this policy, for it is not 
unusual for a Neiman-Marcus salesman to sell a cus- 
tomer a $13.50 shoe because it is correct rather than 
a $20.00 style that she had conceived as being the right 
shoe for a particular ensemble. 

“What are you going to wear it with?” is the ques- 
tion put to each customer for sports shoes—for at 
weekly meetings Buyer Eastman teaches his staff what 
shoes to recommend for the latest sports clothes fash- 
ions. He also reminds them of the general rules that 
apply, namely, that rough surface fabrics in clothes 
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IN SPORT ATMOSPHERE 


How a Dallas Store Plans to Stimulate Sales of Summer Shoes 


demand rough surface leathers in shoes—and the like. 
in short, Mr. Eastman does not believe that shoe suc- 
cess can be achieved without wardrobe success in an 
important store and he works hand in hand with other 
buyers throughout the store in buying sports shoes that 
hespeak of exact fashion co-ordination 


HE store mannequins who continually parade 

throughout the store’s fashion shops in the latest fash- 
ions that have arrived, punctiliously wear the right 
shoes, for Mr. Eastman considers this an expense to be 
included in the budget of any sports shoe shop that 
looks to a future or even a present. Further, this man- 
nequin service is extended to any customer who wishes 
to see her personal shoe selection modeled. 

An effective type of display which Mr. Eastman has 
made a pet for his new shop is that of one style shoe 
in several colors, as his recent display of an attrac- 
tive sandal in six colors, for often a customer who can 
value the fact that a particular sports shoe fits her per- 
fectly will wish the same shoe in different colors to 
vary her costunie tone. 

It is said to have been Neiman-Marcus’ attention to 


sports shoes that led to nation-wide acclaim of a low 
sports heel for evening when Miss Rowena Aldredge, 
Dallas debutante, trusted her need for something out 
of the ordinary to the imagination of Mr. Eastman. 
This is one of many instances that prove the respect 
gained by Neiman-Marcus Co. in creating a shoe shop 
that takes sports shoes out of the class of mere foot 
coverings for customers who play. 

Success of sport shoe selling as an extra pair propo- 
sition for Summer will depend, in a very large measure, 
on the initiative, energy and enterprise with which they 
are promoted. Every store will sell sport shoes this 
Summer, but in many stores the sport proposition will 
be just another pair of shoes. To make sport shoes a 
real business building and profit proposition, merchants 
should try to dramatize them in some unusual way, as 
Neiman-Marcus have done in this unique department. 
It’s the novel and original appeal that sells the extra 
pair at a price that spells profit. 


These striking and unusual photographs show 
customers not only the types of costumes with 
which sport shoes are worn, but suggest the use 
of the merchandise by illustrating the occasions and 
environment that call for sport footwear. 
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Keeping Feet Fit at Fifty 


LIFE may begin at forty, but where are we at this age orthopedically? Munson, in 
"The Soldier's Foot," showed that twenty per cent or more of selective draft examina- 
tions showed “pes planus," in plain English “flat foot," and these were men from 


twenty-one to thirty-five. 


On this basis, what must be the ratio at fifty? 


In this 


illuminating article, a practical shoe man of wide experience analyzes the causes of 
foot ills and shows the part which shoes play in their development.. He points out 


the mutual responsibili 


k 


that rests upon manufacturer and retailer alike. He 


acknowledges that shoes for the occasion, stylishly built, are essential. But, since a man 
is as old as his feet, they should be so contructed that foot youth will not end at fifty. 


By B. HARRISON CORT 


Stacy Adams Co., Brockton, Mass. 


_ ATURE ain’t so grand,” at 
least, human nature. Sym- 
_metry, rhythm, blending, 

poise and balance are out of line 
with human nature, and all of its 
lack of harmony and balance. This 
lack of coordination is brought 
about by the failure of human na- 
ture to live in accordance with the 
laws of nature. Lack of blending 
due to ignorance, indifference or 
selfishness with natural laws, pro- 
duces its ill effects. 

At 50 the face of a person ex- 
presses the effects of human na- 
ture’s treatment of self, up to this 
period. Self-care, obedience to the 
laws of common sense, will produce 
the youthful 50-year-old face. In 
contrast, human nature, living 50 
years of excesses and self-abuse, 
will produce the aged face. 


Feet Reflect Mode of Life 


The face is the most exposed part 
of the anatomy. It is never sub- 
jected to any pressure or covering, 
always open and free; yet it shows 
the effects of our mode of living and 
cultivated habits. It becomes dis- 
torted and wrinkled. If the face, 
with its exposed freedom, loses its 
natural lines at 50, what may we 
expect of the feet at this age, con- 
sidering the varied moulds in which 
they have spent their lives? 

Life may begin at 40, but where 
are we at this age orthopedically? 
Munson, in “The Soldier’s Foot,” 
showed that 20 per cent or better 
of selective draft examinations 


showed “pes planus,” and_ these 
were men from 21 to 35. On this 
basis, what must the ratio be at 50? 


The Part That Shoes Play 


The family physician tries to 
counter by prescription the results 
of physical habits of long years of 
formation and standing. Human 
nature is told that it is out of kilter 
with nature. The prescription 
given is not medicine so much as it 
is advice to correct certain ways of 
living in order to restore physical 
harmony. Invariably, when out of 
sorts physically, one usually senses 
it immediately in the feet. The 
first inclination is to blame the 
shoes one is wearing, when, in re- 
ality, the shoes worn years previ- 
ously have as much bearing on this 
climax as the cumulative results of 
years of an indiscreet and unbal- 
anced diet. The doctor suggests a 
sensible diet—a mild form of ex- 
ercise and other incidentals, which 
result in a personal conviction that 
a new personal code of physical 
ethics must be set up and abided 
by, if the remainder of one’s fu- 
ture is to be self-sustaining. 

The first reaction resolves itself 
into a review of the years which 
have gone before. How easy it is 
to see the perspective of those 
things which threw the physical 
plumb off center. 

We shall pass over all other 
phases of this panorama, except the 
one which pertains intimately to the 
feet. The first picture is that of 


infancy, with the free, wriggling 
toes of an unblemished foot. Fol- 
lowing this came the soft shoe with 
plenty of room, flexible and free. 
The sandal period came next, with 
all of its spacious roominess, feath- 
er mellowness and elastic flexibility. 

Fit, as we commonly think of it, 
was not primarily a problem of this 
age; comfort was fundamental. Yet, 
these shoes did fit and looked 
“good.” There were no wrinkles, 
nor “breaking in” corns or abra- 
sions of any sort. Arch trouble 
was as foreign as the South Pole. 
Even as the “heavier” types of 
shoes were put on, as age increased. 
the broad toe and the standard line 
were maintained as necessary ele- 
ments of foot peace. “Plenty of 
room” and “big enough” were the 
specific instructions to the shoe fit- 
ter—plenty of room for mental 
peace—plenty of room for protec- 
tion against foot distortion. 


Foot Health in Childhood 


It is a natural parental instinct 
to protect the young. Withal, the 
shoes with their standard lines al- 
ways fitted and looked well. No 
wonder at the untiring activity of 
the children’s feet from breakfast 
to bedtime. 

It may be said that adolescence is 
a period in one’s life when self- 
consciousness first asserts itself. It 
is also a period of purposeful ob- 
servation. The opposite sex |e- 
comes interesting. The visible phy- 
sical parts are first given attention, 
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such as slicking of the hair, a little 
more attention to the grooming 
of fingernails and a more careful 
toilet. The looking-glass now be- 
comes an important household util- 
ity. 

Further, reflection of self ex- 
presses itself in terms of dress—a 
sharp crease of the trousers, a tight- 
ly drawn necktie, and highly pol- 
ished shoes. Vogue consciousness 
creeps in. Style, the latest of every- 
thing, becomes the predominating 
ambition, to be gotten through ca- 
jolery, coquetry, teasing, torment- 
ing and promises to do extra work. 
The indulging parent is sufficiently 
vain to yield, that said child may 
look smart. The latest is pur- 
chased. Thus it follows that the 
old is put away and the new is put 
on. 


Emancipation of Youth 


An adolescent youngster recent- 
ly said to the writer, on the occa- 
sion of his first long trousers, “I 
feel like somehody, now” — vivid 
evidence of self-consciousness and 
a desire to be grown up. This is a 
challenge to parental control, an 
unintentional assertion of self-gov- 
ernment; an emancipation procla- 
mation; verily, a declaration of in- 
dependence. All of this is so very 
characteristic of today’s youth. 

But the feet—the vogue—so rad- 
ically different from the careful se- 
lection by parent, when youth was 
under control, now gives way to 
“class,” no matter how it hurts. It 
is fortunate that the adolescent is 
still physically in the formative pe- 
riod. The flexibility of the flesh 
and bones of the feet permits the 
cramping of the foot into any kind 
of a shoe, as long as it is “class,” 
without the attendant hurts and 
pains so characteristic of the sensi- 
bilities of the “graduates” from 
youth, 

In this mellow age, the shoe 
shapes the foot as a mould does 
jelly. The boy does not care, for 
he is too occupied with many things. 
Pains, aches or discomfort are sec- 
ondary compared to the other self- 
conscious problems. 

At this point, let us briefly check, 
reviewing the little flexibles, the 
spring heel flexible, the sandal, the 
sneaker, the broad toes, the soft 
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leathers, the none-too-heavy soles, 
low heels, blucher patterns, and the 
standard line, i. e., straight line in- 
side, with plenty of height over the 
big-toe joint. For your own edifica- 





B. HARRISON CORT 


MR. CORT is the lineal descendant of five 
generations of shoemakers, two in America 
and three in England. He started in 
Newark at an early age under the rigid 
discipline of his father. He served ten 
years apprenticeship at the bench and 
then left the shoe trade to study law. 
After two years he returned, believing 
the shoe business afforded more oppor- 
tunity for vocational service. 

Feet and shoes are Mr. Cort's hobby. 
"Happy is the man whose hobby is his busi- 
ness." He takes a keen interest in the 
relation of feet and shoes to health, be- 
lieving that too little research has been 
made by doctors, manufacturers and re- 
tailers on this important subject. 

It is Mr. Cort's firm belief that neither a 
shoe manufacturer nor a retailer are en- 
titled to a "diploma" until they are suffi- 
ciently qualified in vocational service. He 
has been with Stacy-Adams Co. eighteen 
years and is now vice-president. 


tion, check the bare feet of a few 
youngsters from infancy to 14 
years of age to determine the effect 
on the feet of such footwear as im- 
mediately reviewed. 

From this point the reader should 
mentally check the multiplicity of 
styles running the gauntlet of leath- 
ers, patterns, lasts and construction. 
Almost all windows display the 

















































heavy Scotch grain, or similarly 
heavy leather, frequently leather- 
lined all through, with its double 
thickness of vamps or wing tips. 
As if this were not enough, a heavy 
double sole is added. Too little 
orthopedic thought is incorporated 
in the lasts over which such shoes 
are made. Granted that the toe may 
be medium or wide, in reality the 
shoe comfort is invariably less in 
such wide toes, without a semblance 
of standard line design, than a nar- 
row toe built along standard lines. 

If the standard line were more 
closely adhered to in such shoes, 
plus a closer study of foot contours, 
there would be less of the infectious 
blister-raising wrinkles. Anyway, 
why such heavy, clumsy, vise-like 
footwear for business or indoor 
wear? Aside from the abrasions, 
a normal body temperature of the 
feet is impossible in such encase- 
ments. The feet become stagnant; 
exercise or proper functioning is 
impossible. An immediate result of 
non-standard line adherence is the 
outflare carriage, which is the first 
step toward concentrating the 
weight on the longitudinal arch, a 
corn on the little toe, and a de- 
pressed anterior. 


Standard Line Modifications 


The standard line carefully ob- 
served in purchased styles would 
develop more repeats and friends, 
really customers, than an erratic 
purchase of a style just because it 
looks good. This good looks, real 
style, can be satisfactorily coupled 
with the standard line modifications. 
The most experienced orthopedists 
are constantly telling their patients 
to get standard line shoes or modi- 
fications thereof. Frequently the 
writer is asked where such comfort- 
able shoes are available. Just for a 
moment, reflect on your present 
staples of long standing, also all the 
good staples with which you ever 
had experience. What was the out- 
standing quality that made that shoe 
a bread-and-butter number? It had 
to be the particular features of the 
last, because that is the basis of 
comfort. It is a safe guess to say 
that the last was a standard line 
modification. 


[TURN TO PAGE 38, PLEASE] 
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SELL THE SHOES 


That's the Principle on Which This Men's 
Store Operates, and Mr. Simon Tells Re- 
corder Readers How It Works in Practice 


HOE departments in clothing stores operate on an 

entirely different principle from that which guides 

any other branch of shoe retailing. A shoe store 
can determine an approximate grade, then promote 
and develop it, along with such other grades as may 
seem logical. A shoe department in a clothing store 
is quite definitely limited by the grades and types of 
clothing carried by the house. 

A man buying a $40.00 suit of clothes is a potential 
customer for an eight to ten dollar pair of shoes, while 
a man buying a $30.00 suit is usually a buyer of six 
dollar shoes. That’s the first thing we consider in 
planning out a store’s stock. Next is the character of 
clothing sold, for our shoes must correspond with the 
requirements of the established customers of the store. 

The foregoing statements are based on our experience 
in maintaining shoe departments in eleven Weber & 
Heilbroner clothing stores in various parts of metro- 
politan New York. The lower Manhattan store, for 
example, is in the financial district. Men here buy the 
long-wearing, conservative grains on medium toes. In 
Brooklyn and Newark, we sell practically the same 
lypes of shoes which have a country-wide appeal, while 
in the Times Square branch we cater to the whole 
world, with special emphasis on the style angle. 


HIS Times Square store is more of a laboratory 

in that many new styles are tried out there. This par- 
ticular district, with its 73 legitimate theatres and many 
movie palaces and amusement places, is very style- 
minded. Brooklyn and Newark started to sell narrow 
toes this Spring, after this style had been good in 
Times Square for the past three years. This shows how 
styles vary in a fifteen-mile radius. 

So much for location importance. Now in regard 
to actual selling experiences. A clothing store shoe 
department will sell more sport shoes than a similarly 
located exclusive shoe store. The same statement holds 
true in department stores which have complete stocks. 
Sport shoe sales in our stores will run to a total of 
75 per cent of our Summer pairage, which proves this 
contention. 


BY 
A. H. SIMON 


Manager of Shoe Departments of the 
Weber & Heilbroner Stores in New York 


The reason for this, it seems, lies in the fact that a 
man buying a suit of Summer clothes is in the market 
immediately for a pair of shoes which are in keeping 
with his new clothes. Not only does a clothing store 
sell a greater percentage of sport shoes, but it can and 
will sell more types of these shoes, provided, of course, 
the right stock is maintained. 

A shoe buyer in a clothing or department store which 
follows the style trends closely is more likely to know 
just what’s in the wind relative to men’s coming fashions 


Billle Burke, professional 
golfer, wearing a_ suit of 
Lorraine Seersucker with 
brown and white sport shoes. 
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Dick Whittington photo 


Adolph Menjou, who, before 
he became a star in the movie 
firmament, was connected 
with the Weber & Heilbron- 
er designing department. 


than a buyer for a family shoe store. The latter usually 
watches the women’s style trends closely and trusts to 
luck on what is happening in’ the men’s field. 

All of our advertising campaigns are based on some 
one timely subject. Early this Spring we talked about 
Sorrel Brown. For one whole week, nothing but these 
shoes were shown in our windows. All the boys on 
the floor had on brand-new Sorrel Brown shoes. And 
our sales on browns jumped from 10 to 30 per cent. 


I bsg promotion was followed through by similar ones 
on other shoes, though the men on the floor do not in 
all cases follow the promotion changes with their own 
shoes. 
Now that real Summer weather came upon us all of 
a sudden last week, the Weber & Heilbroner manage- 
ment has made a most attractive proposition to the 
boys on the selling floor, with the view of having each 
and every one dressed in white Palm Beach suits. These 
suits are. to be of their own choosing, so the salesforce 
will not have the appearance of being in uniforms. 
The net result as far as the shoe. department is con- 
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cerned is that any man entering the stores will see a 
wide variety of typical Summer shoes, some all whites, 
some black and white and some brown and white. The 
impression which we hope to stamp on the mind of 
our trade is that a variety of Summer shoes is very 
necessary. A man cannot just get along with one pair 
of all whites or a pair of brown and whites, he must 
have a Summer shoe wardrobe. We are talking about 
the average man in the average shoe store, not the so- 
called millionaire class by any means. 

Right now the sport shoes have the call. All adver- 
tising is centered around one particular kind. The man 
buying style shoes is always in the market. It is, how- 
ever, necessary to dramatize the shoe story. An example 
of this was the selling of all-white buck shoes to the 
entire staff of certain Times Square theatres. Equip- 
ping popular bands with our white shoes—at regular 
prices—also brought in considerable good publicity. 


ye we show white or sport shoes in the windows, 
we show them right, for nothing else appears in the 
way of different types of shoes to distract a prospective 
customer’s attention. We have found men buy their 
Summer clothing before they buy their white shoes, as 
a rule. To cash in on this, window displays show the 
one proper shoe to go with a certain type of trouser 
and show it under that trouser. This kind of display 
sells the shoe. The man has his mind made up to buy 
one particular trouser or pair of slacks. By showing 
the shoe at the right time, we crystallize his thought 
on the correct shoe. Men do not always know the right 
shoe to wear, but when they see both the trousers and 
shoes displayed before them, they know the combina- 
tion is what they want. 

Many extra sales can be made by this method of 
display. Three plain white slacks, for instance, will 
have three different all-white shoes, all proper. Dis- 
plays of this sort will make a man realize that there 
is something more to a pair of shoes than just a piece 
of leather between his socks and the ground. 


Ao many men think that they can get by with 
one pair of sport shoes. A window demonstration 
and an interior display of the many different kinds of 
sports clothes and the many different and necessary 
kinds of sports shoes is the surest and quickest way 
of selling a man on the idea that he should have several 
pairs of sport shoes. 

After a man buys his all-white shoe, he should be 
in the market for a combination of either brown and 
white or black and white, for he will find, that he cannot 
wear his all-white shoes everywhere without giving the 
impression that he is a naval officer. We expect to sell 
many sport shoes for business wear this Summer. The 
specialties, such as ventilated footwear and sail cloth 
vamps, also have great possibilities. 

[TURN TO PAGE 40, PLEASE] 
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Editor 


E again stress the importance of the next six 
\K /net at retail. The coming six weeks must 

do the work of profit-making for a six months’ 
period of shoe store operation. 

We had occasion to go into a shoe store last Saturday, 
when the thermometer was well up in the 80’s. Not a 
white shoe was on display nor for sale. The sudden 
burst of hot weather made the public forget the bitter 
Winter and the cold Spring and in that forgetfulness 
the public forgot all of the man’s stock in the window 
and on the shelves. The merchant thought he was the 
true selector of shoes for the consumer in his com- 
munity. He took it for granted that after a hard Winter, 
pretty Spring shoes would be most salable but he 
recokoned not with the elements; and there he sat 
nursing his troubles. He said: 

“My public never buys white shoes until the week 
before Decoration Day. I had expected to take in a 
lot of Spring money but now find myself in a very 
bad plight. I am loaded with Winter and Spring types 
of shoes but no money to buy the sport and white types 
wanted by the public. I don’t believe that if I tried a 
clearance sale that I could move the blacks and the 
browns. I thought Summer was a long way off and 
ventured all in the hopes of a big Spring business. My 
credit has been stretched to the limit and I am sure 
out of luck.” 

We can’t do very much to help that man for he had 
put himself on the spot. He had overplayed his Spring- 
time and made no plans for Summer. He hadn’t learned 
the first requisite of retailing—timing. The public’s 
timing is the only timing worth considering. 

During all the turmoil of the codes, the emphasis has 
been put on making and producing. It is thought to 
be more profitable to buy on a rising market. The 
profit was to be made in the right buying of any goods, 
as long as they were wearable shoes. The high peak 
of production of last year was an indication of that 
“wrong end” philosophy. The theory was that the pub- 
lic existed for business—business first, let the public 
suffer the consequences. 








BOOT AND SHOE RECORDER, 





May 12, 1934 


Now Comes the 
CreamoftheCrop 


Along comes a new season and we learn that the 
public is most powerful. It wants what it wants when 
it wants it. The plight of the merchant who is clogged 
with Spring shoes and cannot operate in the Summer 
market may be most unusual. Other stores in other 
parts of the country have had sport and white shoe 
selling for many weeks. Many of them were so Summer 
shoe conscious that they were actually short on Spring 
shoes. That’s the luck of the game of retailing. But 
luck is a difficult thing to depend upon. 

Shoe retailing is a service mechanism. To under- 
stand and anticipate the wants of the public is the best 
part of retailing. The shoe business, to be a continuous 
service mechanism, must be a planned distribution, 
month by month through the year. That service must 
be rendered for profits. These profits should be ade- 
quate and regular in the same way that wages and 
salaries should be continuous and as high as possible. 
All costs are costs of distribution. 

Not only should style and price levels be planned 
but profits also should be planned in advance and 
controlled as much as is production in the factory. 
It is the province of the retailer to bring about a 
continuous operation of retailing of wanted goods 


at prices that are fair to the public and profits that 
are fair to the business. 


We stress again and again the need for making every 
person in the store work harder and every dollar work 
harder in turnover in the next six weeks’ period. 

The cream of the crop of customers comes to the 
store in these next six weeks. Our own timing of 
Sport Shoe Week is a superb job of sales manage- 
ment for the entire shoe industry. Double the em- 
phasis that you put on Sport Shoe Week, May 22-29, 
so that you can get regular goods sold in a regular 
way before the possibilities of the carnivals of 
clearance. 


The machinery of the shoe business will be clogged 
unless there is a proper outlet of shoes to the public 
in the next six weeks. Many a line of Spring shoes 
now carried by retailers, that are in good sizes and 
widths, will be boxed and held for next Fall selling. 
This only happens when there is a sudden change in 
public demand like what comes with a burst of hot 
weather following a cold season. 

We look to the man-power in every shoe store, every- 
where, to do a man-size job of selling all types of shoes 
in the next six weeks. 
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Buying interest of leading merchants and manufacturers at the 
Official Opening of American Leathers for Fall, Hotel Astor, New 
York, April 16 and 17, centered upon the four embossed designs 
portrayed above. 


The styles illustrated show the fine result which the stylist can 
obtain with the aid of pattern, trim, and original ideas in developing 
the new mode for fall. 
While black has an elegance all its own, these embossed designs in 
the popular Marrona Brown and Indies Brown give to each line of 
women’s fine footwear the correct fall color ensemble. Both in eye- 
appeal and durability, the merchant will find in dainty shoes made of 
light weight calf true customer-satisfaction and repeat business. 
Swatches on request. 
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ADS For Shoe Stores 


Now's the Time to Step on the Publicity 
Accelerator. and Produce More Speed in 
Selling Summer Shoes and Specialties 


of many cities since the Spring season started 
reveals the following significant facts: 

1. Department stores, by and large, are using news- 
paper space very liberally to advertise shoes, and 
particularly women’s shoes. 

2. The shoe advertising of department stores, chain 
store groups and some specialty shoe stores shows a 
very great improvement in layout, illustration and gen- 
eral treatment over that of former years, this improve- 
ment being in line with the general trend toward more 
attractive newspaper advertising. 

3. Specialty shoe stores, as a class, are not adver- 
tising in the newspapers as extensively as in seasons 
past, and many of them are confining themselves to 
relatively small space ads. Some of these show a 
lack of proper attention to the details of advertising 
technique. 

Good shoe advertising, whoever pays for it, helps 
all stores selling shoes. It tends to make people think 
of shoes, and that’s an excellent thing for everybody 
in the shoe business. But, nevertheless, the shoe store 
that isn’t doing a particularly good advertising job, 
when others are dazzling the eyes of the public with 
attractive layouts and beautiful illustrations, is operat- 
ing under a serious handicap which, if long continued, 
will almost certainly result in loss of prestige and 
patronage. 

If the specialty shoe store is to hold its place as the 
great distributing channel through which shoes are 
moved from the factory to the consuming public, then 
shoe stores must give more thought to their advertising 
and many of them must make up their minds to spend 
more money in the newspapers. This is a broad, gen- 
eral statement which does not apply to those shoe 

stores that are already doing an excellent job in news- 
paper publicity. Neither does it apply to the smaller 
stores, serving a neighborhood or suburban clientele, 
who cannot afford to use papers of general circulation 
and whose appropriation, if so spent, would be largely 
wasted upon readers who could not in any circum- 
stances be regarded as potential customers. It does 


Ain of retail shoe advertising in newspapers 


apply to a very large group of fairly prosperous retail 
stores, who, due to curtailed budgets and a somewhat 
exaggerated policy of economy, have permitted their 
advertising to decline, both in quantity and quality, 
almost to a danger point. 


Some striking recent shoe ads clipped from 
newspapers in important retail centers, 
East and West. Note the excellent effects 
obtained through use of layout, illustration 
and type in these advertisements. 











Scotch and Indian Brogues 


FO.SO scorch trogues, ridber hosted moccasin 
for cross country stalks and good old ghillies, sanctified 
by the Prince of Woles, Mode of service calf ~ easy 

on the feet os on the eyes — they look well 

with the minimum of upkeep. Moccasin and formal 

Scotch brogue come in brown or grey with built up 
lecther heels; the ghillje in nut brown only. 
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The considerations which prompted so many 
merchants to curtail costs at every possible 
point during the past few years are readily 
understandable. Manufacturers of all sorts 
of merchandise who had been big buyers of 
national advertising did the same thing. They 
felt a year ago, perhaps, that the uncertainties 
of the times dictated such a policy, and that, 
in view of existing conditions, former ap- 
propriations would hardly bring returns suffi- 
cient to justify the expenditure involved. But 
that picture has changed very materially with 
the restoration of confidence and the general 
improvement in business that has taken place. 
The change is reflected in the increased volume 
of advertising now being carried in magazines, 
newspapers and all sorts of media. Far- 
sighted executives are now convinced that the 
time has arrived when they must spend more 
money in advertising, both for the purpose of 
bringing in immediate business and of build- 

[TURN TO PAGE 40, PLEASE] 


wip Reso gating TS 


Sse 


© Foster again produces, 


A NEW STYLE — 
Expressive of the Grace and Beauty of 


oh Bear we Wz 
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From the beautiful fleet footed ATALANTA of Grecian 
Mythology comes the name of the new Foster rigination 


T\ELLGLOO7 


‘This new Foster concept gives to Women’s Shoes the lly °° 
modern style motif expressed by “Stream Lines=-- : a apr 
indicative of lightness, speed and freedom Ws. Sele 





Gnd the new Foster FLEET-0-FOOT isa 
shoe which has more than a Style Gppeal 
‘The first time you stand upin these new 
shoes you. will be conscious of PERFECT 
BALANCE...of an easy graceful poise 


Let us fit you with this Foster Shoe so that you may | E. 


experience the ling of Balance and Poise .. 
which comes with ff wonriag of *FLEET-0-FOOT" 


In Black, B , 
Blue and White $122 


FE.Foster & COMPANY 


115 North Wabash Avenue 
and EVANSTON AND OAK PARK|| 
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* For SPRING and FALL we offer a new and 


unusually popular color for outside stock. A real 
BLUE kid that looks its best both out-of-doors 
in the daytime and under the glare of electric 
lights at night. * It has that indefinable quality 
characteristic of Surpass glazed kid. * It has a 
silky, perfect texture. And it upholds Surpass’s half- 


century insistence and emphasis on UNIFORMITY. 


ALSO FOR FALL . . . SURPASS BROWN 


SURPASS LEATHER C0. 4 


% Tanners of Black and Colored Glazed Kid for out- 


. side stock and linings . . now featuring Blue, fashion 
F Browns, Crushed Calluna and Eucalyptus Gray for 
Outside Colors; Linings in Pastels and other popular 

| shades. Tanners of Genuine Black Glazed Kangaroo. 

7 Executive Offices, 9th and Westmoreland Sts., Phila- 
3 delphia. Branches, New York, London (England), 

F Boston, Milwaukee, Cincinnati, St. Louis. 


When writing advertisers please mention Boot and Shoe Recorder 

















last, pattern and accessory manufacturers, in fact 

everyone concerned with the progress and pros- 
perity of the great American shoe and leather industry, 
will be represented at the Fifteenth Annual Boston 
Shoe Fair, to be held July 9, 10 and 11—the customary 
“week after the Fourth.” 

The Boston Shoe Fair has come to be one of the 
recognized selling and style factors in our industry, 
and all indications point to this year’s event being one 
of the most largely patronized and successful since its 





fo as, pate wholesalers, tanners, style experts, 


inception. 

Never before has there been such a widespread desire 
on the part of the allied trades and their organizations 
to back up this important, midsummer market-fair, so 
helpful to New England’s 500 shoe manufacturing con- 
cerns and their customers. 

When the Boston Shoe Fair was first organized fif- 
teen years ago, it was staged annually in Mechanics 
Building on the open booth system, but later when 
the trend of the trade turned in the direction of 
hotel displays, the Fair was transferred to Hotel Statler, 
where some of its greatest successes have been achieved. 
It has now outgrown this single hotel and this year 
both the Statler and the Copley-Plaza will be at the 
disposal of exhibiting manufacturers, while the Ritz- 






Facilities of Boston's fa- 
mous hotels, the Statler 
and the Copley - Plaza, 
have been placed at the 
disposal of exhibiting man- 
ufacturers for this year's 
Shoe Fair 


BOSTON 
WILL HOLD 
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The Dates Are Set, July 9, 10 and 11 
Heralding the Famous Market Event 






Carlton will also be available for guest purposes, ac- 
cording to the official announcement, the management 
preferring not to have displays there. Thus ample ac- 
commodations are insured for visitors and buyers. 

A representative group of footwear displays will be 
found in the Hotels Statler and Copley-Plaza, represent- 
ing the latest in leathers, design and colors. 

Cooperating actively with the sponsoring organiza- 
tion, the New England Shoe and Leather Association, 
will be a long list of national, regional and state associ- 
ations of the trade, including the National Shoe Retail- 
ers’ Association, the National Association of Shoe 
Wholesalers, the National Shoe Travelers’ Association, 
The Boston Shoe Travelers’ Association and a num- 
ber of others. The general interest that New England, 
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SHOE FAIR 


itself, manifests in the Fair will be expressed by the 
active aid of many leading organizations in other in- 
custries and trades, including the Boston Chamber of 
Commerce. All of these organizations realize the im- 
portance of the Boston Shoe Fair to the entire footwear 
industry of the country, and particularly to that of 
New England, representing one-third of the entire shoe 
production of the United States. Likewise, these organ- 
izations are delighted to assist in entertaining the thou- 
sands of trade visitors who come to the Fair every July. 

While the Fair will be distinctly a business enter- 
prise, the social amenities will not be overlooked, and 
all visiting buyers may feel assured in advance of a 
neighborly reception. 

One of the organizations working most actively with 
the management is the Boston Shoe Travelers’ Associa- 
tion, whose executive committee has arranged the cus- 
tomary attractive harbor outing and shore dinner as a 
compliment to the visiting shoe buyers. The various 
cooperating manufacturers also will see to it that their 
customers get a friendly reception. 

The ladies accompanying the shoe buyers will be 


HIGHLIGHTS .. 


offered the usual complimentary outing to nearby points 
of historic and scenic interest, this having long been 
one of the most pleasurable features of Boston Shoe 
Fair week. 

Incident to the Fair itself, there will be a number 
of important conventions and meetings of various asso- 
ciations and groups at which their respective problems 
will be discussed. 

Among the more important of these will be a general 
convention of wholesale shoe dealers, sponsored by the 
National Association of Shoe Wholesalers, and at which 
NRA code questions and other matters just now in 
the thoughts of this branch of the footwear trade will 
be on the program. 

There will also be held a convention-conference of 
New England retail shoe dealers, to be addressed by 
President M. A. Mittelman, of the National Shoe Retail- 
ers’ Association, and other trade leaders. 

Another feature will be a timely conference of shoe 
and leather stylists, to be addressed by prominent 
authorities in this important branch of the industry. 

[TURN TO PAGE 64, PLEASE] 


1934 BOSTON FAIR 


Displays of footwear, leather and accessories, featuring the latest styles, colors, etc., in the 


Statler and Copley-Plaza Hotels. 


National convention of shoe wholesalers, sponsored by the National Association of Shoe 


Wholesalers. 


General convention of retail shoe merchants of New England. 

Conference of leading shoe and leather stylists. 

Meeting of the Directors of the National Shoe Retailers’ Association. 

Meeting of the Board of Governors of the National Shoe Travelers’ Association. 
Grand Hospitality Harbor Outing, sponsored by the Boston Shoe Travelers’ Association. 





Special courtesies for visiting ladies. 
Luncheon-meeting of the allied trades, with addresses by prominent industrial leaders and others. 


Educational exhibit of ancient and modern footwear by the United Shoe Machinery Corporation. 

Special exhibit of shoe and leather advertising. 

Visits to nearby shoe factories and other industrial plants. 

Individual entertaining by exhibiting manufacturers, 

Cooperation with visiting buyers in planning their vacation side trips to the many attractive 
New England seashore, lake and mountain resorts, 





THESE MEN 


...You Can 
by their 


Read what these leading retailers say about the 
continued growth of their business on Arch 
Preserver Shoes, even during depression years, 
Send in the coupon or write us for details of the 
Arch Preserver franchise. National advertising 
is building a demand for these shoes in your com. 


No close out losses on Arch 
Preserves Shoes 


Steven J. Jay, Buyer and Manager of the 


Men's Shoe Dept. of R. H. Fyfe & Co., Detroit, munity. There is an opportunity to build a 
nae “Toeungenet Se gears awe have eorsied profitable business on Arch Preservers as the out 


the same styles and have added new ones from 
time to time and go on record as never having 
to sacrifice on any Arch Preserver Shoes.” 


standing retailers shownon these pages have done, 


Kaufm: 
eserver 
er desi 


When Arch Preservers are needed, 
nothing else will do 


The story of Wright Arch Preserver Shoes Lewis & Reilly, Inc., of Scranton, Pa., take 


is being told nightly by Lowell Thomas in , ‘ - ee 
the talking moving picture, “Pounding the this opportunity to say: “When a customer 
Pavements.” Ask us how you can secure a strays abroad in search of something else, 


showing to clubs or lodges in your locality. he usually comes back a more ardent boostet 
for Arch Preservers than he was before he 
left... Our business on this line has grown 
steadily from a small beginning. It is our io 
tention to gradually increase the number of 
styles carried.” 


WRIGHT ARCH ° 





(SAW IT HAPPEN ! 


profit 
rexperience 
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= : 33 Mr. Cropsey of Pidgeon’s, Rochester, N. Y., 
d a : a one of the country’s outstanding retail salesmen 
4 ° ey fa of Wright Arch Preserver Shoes. 
Out: , 2 ee 
a) 
One, <= af 
. You should investigate this line 
Kaufmann’s, Pittsburgh. This size display of Wright Arch which has led all others under the 
eserver Shoes proved to be one of the greatest sales producers severest tests of depression con- 
er designed. diti . 
itions. Here is what they offer you. 
ded, ¥ 1 A line of shoes proven as to fit and 
f M h d workmanship, by the continuous pur- 
r. Matthew A. Condon of chases of hundreds of key retailers. 
cake Jas. F. Condon & Sons of 2 A scientific patented treadbase proven 
Charleston, S. C., makes this smmenee under actual wear over the 
a statement: “We are enthusias- ee 
else, ss 3 A record for repeat sales unexcelled by 
tic fitters of Arch Preserver any other shoe made. 
oster Shoes and never lose an oppor- 4 A background of national advertising to 
e he tunity te tell customers about millions of men over many years’ time. 
‘owl their merit. Your In-Stock § Ax outstanding program for promotion 
ee of sales in your community. 
ic in 4 Department was of tremendous , ‘ ‘ 
2 Mae PSS 6 An amazing record for producing retail 
er of value (in maintaining turn- profits even under depressed business 
over) during this time as our conditions. 
orders were all filled promptly.” What about it? The coupon below 
will bring you full details. 








-» &.T. Wright & Co., Inc. 
Rockland, Mass. 


Please send me full details of your Arch Preserver proposition to retailers 














USEFUL 


UNITS 


apparel and footwear that are individual, reflect- 

ing her own ideas and personality, so does the 
up-to-date shoe store endeavor to express itself to the 
public through displays and advertising that are dis- 
tinctively its own. This is more true today than it 
ever was, for the ambition of the modern store is to 
be original and different, and through its originality 
to attract the favorable attention of that group of cus- 
tomers to whom it seeks to sell its merchandise. 

While shoe stores always have followed the practice 
of planning their own window displays in accordance 
with their individual ideas of how their particular mer- 
chandise could most advantageously be shown, there 
was until recently a certain sameness to be discerned 
in a great many of them, due to the fact that certain 
types of standard fixtures were in common use. The 
displays were different, but the elements in many cases 


J UST as the smartly dressed woman likes to have 















Any Good Cabinet Maker Can Construct 
the Display Units Shown On These Pages At 
a Moderate Cost, and They Can Be Used 
Repeatedly in the Construction of Any 
Number of Attractive Shoe Windows 





DISPLAY 
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Simple Window Fixtures 
That You Can Have Built 
for Your Own Use in De- 
veloping Original Displays 


_were similar, and since there is a certain similarity of 


outline, color and appearance in the shoes themselves, 
the natural result of showing similar merchandise on 
similar fixtures was a degree of uniformity that de- 
tracted from the interest and attention value of the 
average shoe window display. 

With the closer attention to merchandise display that 
has come about since the advent of more scientific meth- 
ods of retailing, merchants and display men whom they 
employed to plan their windows quickly recognized 
this defect and set about to devise ways and means 
of making windows more individual and distinctive. 
Instead of using the more or less standardized styles 
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BLACK 

GLAZED FRG 
BLACK ED 
SATIN 


Black Glazed 


KING KID... 
the “All-Purpose” 


KID LEATHER 


Starting with meaty, mellow-natured kidskins, 
the Amer craftsmen—using a process developed 
after many years’ experience—chrome tan these 


skins to produce Black Glazed King Kid. 


Its black is a truly vibrant black... its texture 
soft... its finish lustrous. 


Black Glazed King Kid—supreme in its field— 
is most comfortable, shape-holding and wears 


exceedingly well. 


Offered in a complete price range, shoes of 
Black Glazed King Kid meet both style and 
purse requirements of the discriminating woman. 











From verdant South America 


where the climatic conditions the 
year round are ideal for the rais- 
ing of well-nourished animals, 
come kidskins which are tradition- a 


ally meaty and mellow natured. 


From such incomparable skins, ESTABLISHED 1832 * PHILADELPHIA ; U.S.A. 


KING KID, the acknowledged 
leader, is produced. 


HVVNE WM NW AY 
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Window Display Plays a Vitally Important Role 

In Modern Shoe Selling, and the Thought and 

Study Given to Planning Attractive Windows 

Wiil Pay Worth-While Dividends in Increased 
Sales and Profits. 


of display stands, plateaux and fixtures, they began, 
in a good many stores, to build their own, thereby 
making sure that their windows would have the desired 
touch of individuality that would set them apart from 
those of other stores and enable them to attract the 
attention of the public. 

The cubes, prisms, cylinders and other elements of 
the modernistic style of art and decoration proved to 
be material well suited to their needs, and many 
of them took to designing individualized displays along 
modernistic lines. The almost limitless variety of de- 
signs and treatments of windows achieved in this man- 
ner testifies to the ingenuity and cleverness of display 
men, but even the art moderne had its limitations and 
the time came when many stores sensed the need of 
something different. 

Since the average store can scarcely afford to develop 
an entire window setting, use it once and then discard 
it, except perhaps in the case of some unusual pro- 
motion like Foot Health Week or Sport Shoe Week, 
it will be found highly advantageous to plan versatile 
elements that can be used repeatedly in different ways 


WORDING 


Panels and Display 
Stands Like. Those Il- 
lustrated Adere Enabie 
You to Have Windows 
That Are Individual and 
Attractive Without un- 
due expenditure. 
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to give the necessary variations. By planning and 
building panels and interchangeable fixtures of this 
character, you can give them the individual touch that 
will reflect your own store’s identity, at the same time 
effecting a considerable saving through repeated use. 

In the illustrations on these pages we show a very 
versatile fixture idea that permits shoes to be displayed 
on all sizes and shapes of panels and with various 
settings. First of all, slanted tops are used, with oval 
top No. 1 mounted on a slotted support No. 2. When 
the top is nailed to the support you have fixture No. 3. 
By looking at the drawings, starting with No. 7, you 
will see how this slotted fixture fits over the top of 
wallboard or glass panels, settings, strips, etc. 

The wallboard panels, as shown in Figs. 7 and 8, 
need a support or base and we show three easily-made 
types in Figs. 4, 5 and 6. Base No. 4 is used with 
the fixture shown in Fig. 7, while base No. 6 is used 
to complete Fixture 8. Wallboard panels such as these 
can be painted or covered with paper or cloth and 
when large enough will serve as a panel on which 
cut-out letters can be applied. 


N Fig. 9 we show how triangular panels can be used 
in such a way as to make a complete unit of dis- 
play. Fig. 10 is a panel large enough for a window 
center piece on which to put an advertising phrase. 
This panel is supported by a semi-circular support at 
one side. On the other side openings have been cut out 
and the shoe display tops slipped over the cross bars. 
Fig. 11 shows how a long, horizontal panel can be 
used with the slotted tops placed on each one of the 
curves. The advantage of window fixtures of this char- 
acter lies in the fact that they can be used over and 
over again to produce an almost endless variety of 
pleasing effects. The trouble with the average shoe 
window fixture, as pointed out previously, lies in the 
fact that it is always the same and does not permit of 
complete and varied changes. 

We show here only a few of the many hundreds of 
ideas that can be carried out with these tops, bases 
and panels. The ingenuity of the window man will 
develop any number of other and equally attractive 
ways of using them. The construction of the units is. 
so simple that any cabinet maker can easily build them 


"and the expense involved will be very moderate when 


one considers the lifetime of the fixtures and the num- 
ber of attractive, individualized window effects that can 
be produced. 
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E- COMFORT. 


avoid wrinkled toe -linin gs 


The toe of a well made shoe 
should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THE MIDGET 
MANNEQUIN 


AN EFFECTIVE DEVICE FOR 
SHOE STORE DISPLAYS 


Miss Elizabeth Am- 
brose, advertising man- 
ager of Allied Kid Co., 
who suggested the use 
of doll figures for shoe 
windows in her recent 
talk before the Joint 
Styles Conference. 





precedent in fashion history. As Mr. O’Connell 

of Slattery’s reminded us at the Joint Styles 
Conference, dolls were the first fashion plates. Long 
before fashion magazines were ever circulated, dolls 
dressed in the latest French modes were sent by Paris 
to the far corners of Europe. In the past few months, 
more and more of these figurines have been used in 
window displays. Elizabeth Arden, the beauty special- 
“fSt, has featured them extensively. Saks Fifth Avenue 
have dressed dolls in miniature replicas of their sports 
clothes and shown them in Fifth Avenue windows. 
Made of wood, of composition and even in soap, these 
miniature mannequins are very much in the mode! 

A few shoe stores have made use of these dolls, but 
so far they have been fairly expensive for the average 
merchant to consider. And so Miss Elizabeth Ambrose 
of the Allied Kid Company went into the matter with 
an artist who specializes in making these mannequins. 
The result of their putting their heads together is the 
figurine illustrated on this page, which can be made 
at a moderate cost. 


= small lady in a window with the type of shoes 

that fit her particular costume will point out the fash- 
ion relationship of shoes and costumes without detract- 
ing too much from the footwear itself. This little man- 
nequin carries out style suggestion and still leaves the 
spotlight for shoes. 

Every retail shoe merchant appreciates the intimate 
relationship that. exists today between shoes and ap- 
parel. The consumer also understands it, and practi- 
cally every woman customer who comes into your store 


| [ses doll figures for fashion displays has a good 
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The Midget M quin, designed by Hildegarde 

Hoenck, shown with a group of kidskin shoes. The 

figure measures 18 inches in height. Her shoes 

are painted on her feet and her clothes are of 
actual fabric. 





selects her shoes with the thought of some costume, 
with which they are to be worn, in her mind. 

The department store and the specialty shop operate 
at a distinct advantage in this regard, for they have 
available at all times the dresses, suits, coats and mil- 
linery which form the correct fashion background for 
the shoes they are selling: Shoes are shown with the 
costumes in windows and also in displays within the 
store. It isn’t quite so easy for the specialty shoe store 
to demonstrate this close tie-up between costumes and 
footwear. The mannequin idea as suggested by Miss 
Ambrose offers one answer to. the problem. 


HILE the idea, as here worked out, applies to 

women’s shoe promotion, there is no reason why it 
could not be used just as effectively for the display of 
men’s shoes, with the use of similar figurines of men. 
The relationship between men’s suitings and leathers 
and colors used in men’s shoes is quite as important 
nowadays as that which exists between fashion fabrics 
and women’s footwear. In the article, “Clothes Sell 
the Shoes,” by A. H. Simon, published elsewhere in 
this issue, the writer tells how the Weber & Heilbronner 
stores make many shoe sales by means of displays in 
which the shoe is shown with the trousers that call 
for that particular leather and color. Perhaps the in- 
genuity of some clever display man can accomplish 
similar results by developing figurines that will show 
fabrics and colors in men’s apparel. 
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Api hoe feat nila m om 


SCUFFLESS HEEL COVERING Yd | 


May 12, 














UMMER with its outdoor life and ac- 

tive sports is the hardest time of year 
on shoes. Sand, pebbles, seashells, etc., 
scratch, scuff and ruin the heels of sports 
shoes. Give your customers shoes with heels 
covered with Du Pont’s scuff-proof mate- 
rial, “Pyraheel.” It won’t scratch or scuff 
or mar. You make an all-year-round cus- 
tomer every time you sell a pair of shoes 
with heels covered in “Pyraheel.” “Pyra- 
heel” is available in simulations of all the 
latest textures and colors for summer and 


Stetson T-Strap Sandal— Pyraheel” Scuffiess Heels 


fall—ripple finishes, built-up leather, kid, 
calf, mandrucca, etc. Many of the lead- 
ing shoe manufacturers throughout the 
United States have adopted “Pyraheel” 
as a standard heel covering material. You 
should know more about “Pyraheel” and 
have it on the heels of the shoes you sell. 
For information, write to Du Pont Vis- 
coloid Co., Empire State Building, Dept. 
25, New York City. In Canada: Canadian 
Industries, Ltd., Pyralin Div., Montreal, 
Canada. 


~  PYRAHEEL 


REG. U. S. PAT. OFF, 


MAKES SHOES 


EASIER 


TO SELL 





5 SELLING ADVANTAGES 
FOUND ONLY IN 
“PYRAHEEL” 


1. PYRAHEEL will not 
scuff or mar, or show signs 
of wear. It’s scuff-proof. 
Easily cleaned to original 
beauty. 

2. PYRAHEEL gives a 
new sales argument. Com- 
bines style with extra-long 
wear. 


3. PY RAHEEL strength- 
ens the wood block. Ce- 
mented to the wood, it helps 
to prevent broken heels. Is 
lighter in weight. 

4 PYRAHEEL can be 
adapted to fit any style or 
type of shoe ensemble. 

5. PYRAHEEL is a supe- 
rior heel cover. Is better for 
high grade shoes . . . better 
for moderately priced grades 
too. 
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Keeping Feet Fit at Fifty 


It must be assumed that the basis of 
standard-line foot comfort is the loca- 
tion of the big toe in the shoe. If the 
last is so built, notwithstanding toe 
width, that the big toe, particularly the 
end of the distal or any part of the 
first metatarsal, is thrown out of natu- 
ral alignment, a callous forms on the 
side. Nature resists the unnatural. The 
callous is the result of a cause. Addi- 
tionally, the large toe joint looms up 
prominently as a bunion. Halgus Val- 
gus. becomes evident and possibly ac- 
companied by an ingrown toenail or 
soft corns between the toes. The first 
metatarsal is forced out of alignment, 
and, likewise, the other four. One toe 
cannot be distorted without injury to 
all others. The consequence is a fur- 
ther exaggeration of the “Charlie 
Chaplin” outflare gait with the whole 
bodily weight burden on the longitudi- 
nal. 


Twenty per cent or more of selective draft 
examinations showed "pes planus” 


Repetition after repetition of such 
varied styles as may be the accepted 
vogue, continues to more and more age 
the feet, where there is an absence of 
orthopedic fundamentals. No two suc- 
ceeding pairs of shoes purchased are 
alike. Each time the new shoes are 
put on, a “breaking in” duplication 
takes place. So-called breaking-in is 
nothing but adaptation of the foot to 
new contours of the new shoe into 
which the foot is thrust, compared with 
the contours of the old shoe which was 
partly shaped by the pressure of the 
foot. At the same time, the foot was 
partly shaped by the shoe. The foot 
gave, and it took in proportion to its 
resistive powers. 

A standard line variation of the new 
shoe compared with the old requires a 
complete new alignment of the whole 
plantar surface of the feet. Many 
other things enter into this breaking-in 
adjustment. From the previous pair, 
the last may be wider or narrower; 
may be a little longer or shorter, due 
to last extension; perhaps a little clos- 
ing up of measurements of a quarter or 
half size; yes, possibly a little flatter 
bottom or a more emphasized plummer 
bottom; probably a little more tread or 
a little less; more or less spring; and 
a change of recede at the sides to com- 
pensate the change of tread; a fluctu- 
ation from more to less of the length 
of toe; a change of arch elevation; and, 
finally, a higher or lower heel. 








[CONINUED FROM PAGE 19] 


All of these, notwithstanding, cover 
fractional variations of one last com- 
pared with another. Any one of which 
is enough to cause the same discomfort 
a small pebble does when it gets inside 
the shoe. The point is that the new 
shoe tends to shape the foot, hence a 
new shaping is necessary—a new adap- 
tation to a new condition. We com- 
monly call it “breaking in.” A con- 
tinuation of this repeated reshaping of 
the foot has a tremendous effect on the 
age of the feet at 50. As a source of 
trouble to retailer and manufacturer 


alike, this “breaking in” is by far the: 


most irritating. 

Trying on a shoe and getting the re- 
action that it “feels good” does not 
determine the conclusion of the sale. 
The customer frequently is back kick- 
ing about something. Recall, again, 
your sales to the young folks. Rarely 
they come back with a complaint. In 
the adult, the foot does not quickly 
enough find its level, hence the return 
of the merchandise for alterations, ad- 
justment, and, frequently, credit. The 
fault is not the retailer’s, but the con- 
sumer’s, who has piled up trouble for 
years. 

It is fascinating to observe how age 
slowly creeps into the feet. When the 
feet are distorted by any one of the 
common ills, as arch incapacity and 
flat feet, the whole bodily bone frame 
is changed. This is best illustrated by 
the drooping shoulder (one shoulder 
lower than the other) or a very slight 
curve of the spinal column and a dis- 
tortion of the pelvis. What may have 
been good posture now becomes. poor 
posture. These bones, once “settled,” 
it is difficult to readjust to normal. 

How very carefully one preaches to 
children, knowing it is good for them, 
but does not practice one’s self. It is 
comical to note how much our doctrine 
of precaution is used to protect the 
youth from the formation of habits 
which are condoned in the elders. One 


ah 


from babyhood to 11 years 





does not see in the youngsters a pro- 
truding stomach, round shoulders and a 
contracted chest. Rather, you see ex- 
cellent posture with chest extended, 
stomach drawn in, and shoulders back. 
The child is orthopedically wiser in the 
earliness of its generation than the 
elder is in the lateness of his. If the 
feet hurt, they either howl or go bare- 





footed. Comfort they demand. This 
accounts for the foot efficiency of chil- 
dren as compared with the foot in- 
efficiency of their elders. 

Troubles do not end with just reac- 
tions to the feet. These are bad 
enough. Much worse than they should 
be. There are too many foot ills, un- 
necessary discomfort, and lost motion 
entirely due to foot disabilities. If the 
losses stopped here, there would be so 
much less inefficiency. Many a hasty 
decision, costly, too, regrettable words, 
and ill tempers ensue, no doubt, un- 
consciously to the individual. Added 
to this is the radical statement that 
obesity, lassitude, indifference, fatigue, 
are directly attributable to the adap- 
tation of the feet to the shoes, or vice 
versa. Many do not think in terms of 
adaptability of the shoes and feet to 
each other until the half-century mark 
is reached. 





Why have heavy, clumsy, vise-like footwear 
for business or indoor wear? 


It is a bold assumption that many 
colds we attract are traceable to con- 
ditions to which we subject our feet. 
The idea that heavy soles are a pro- 
tection is “bunk.” It is frequently the 
contrary. The heavy, unaerated con- 
ditions produced by heavy uppers and 
heavy hose, when one is enclosed all 
day in offices, stores, or shops, natural- 
ly results in damp feet, yes, wet feet. 
A sudden change of temperature from 
excessive heat to cold, when leaving of- 
fice or shop to go home or elsewhere, 
causes a sudden shock to the system. 
The shoes in their damp condition hold 
the moisture in the insole and the lin- 
ings. It is thus that the bottom of the 
shoe becomes a quick conductor of the 
pavement temperature. The blood tem- 
perature cannot overcome nor resist 
the cold. 

The blood circulation, under such cir- 
cumstances, is not normal, as it would 
be under more favorable conditions. 

[TURN TO PAGE 42, PLEASE] 
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As he muses 
over an after din- 
ner cigar at the end 
of a hard day with the 
hounds and horses on his 
estate, Lord Kangaroo prides 
himself on the toughness of 
hide that has made his 
ancestors so successful 
in the shoe and 
leather business. 


Genuine Kangaroo is the strongest leather 
of its weight used in shoes today because its 
fibres are interlaced, rather than being built 
up layer on layer. @ As a summer shoe, the 
light weight and coolness of Kangaroo are 
decided selling points. As an all year shoe, 
its comfort, its “surface” as well as “body” 
strength, and the fact that it will take a high, 
lustrous polish, have “sold” it to America. That 
is why shoe manufacturers have raised Kangaroo 
into their styled lines. @ When you feature men’s 
street and dress shoes of Kangaroo you have some- 
thing that will benefit your store in every way. They 
are smart, stylish, and attractive. You have an adven- 
turous, “romantic” selling story with which to draw atten- 
tion to them, as well as a strictly sales utilitarian story. They make good “news” and are an excep- 
tionally attention-getting feature for display or advertising purposes. @ Remember, however: 
“kangaroo sides,” “kangaroo horse,” or “kangaroo calf” are not genuine Kangaroo; give you none of 
genuine Kangaroo’s sales features nor your customers any of its wearing and comfort qualities. 


Australian KANGAROO tanned in AMERICA 


GENUINE KANGAROO © SURPASS LEATHER COMPANY, PHILADELPHIA © RICHARD YOUNG COMPANY, NEW YORK © ZIEGEL EISMAN COMPANY, BOSTON 
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MORE AND BETTER ADS 


[CONTINUED FROM PAGE 25] 


ing good will and prestige for the 
future. 

What is good for the big national 
advertiser is also good for the average 
shoe store in its own community. It 
is one thing to cut down on newspaper 
space and pinch pennies on illustration 
and layout for a time in periods of ex- 
treme stress, and decidedly another 
thing to pursue a permanent policy 
planned along these lines. Every busi- 
ness has a certain reserve of good will 
that will result in sufficient sales 
momentum to keep its volume up for a 
certain length of time, even without 
any advertising or promotional effort. 
But if this good will is not maintained 
through regular publicity it soon tends 
to diminish and sales fall off in conse- 
quence. Once the momentum is lost, it 
takes just that much more fuel to re- 
gain the selling speed that has been 
lost. Even if business conditions seem 
hardly to warrant a certain expendi- 
ture for advertising, it may prove 
more costly in the long run to do with- 
out it because of the progressive loss 
of business and forfeiture of prestige 
that is almost certain to result. 


Time to Revise Advertisnig Plan 


So if you have been letting your ad- 
vertising slip a little, whether through 
necessity of holding down the operating 
costs of your business or a conviction 
that the times were inopportune for 
increased promotional expenditure, it 
is just possible that now is the time 
when you should reconsider your whole 
policy in this regard to determine just 
what you ought to do in determining 
your future advertising policy. 

The amount of money which any 
store can spend for advertising is, of 
course, an individual problem. Most 
stores base their appropriation on a 
percentage of their volume of sales. 
It seems pertinent to point out, in this 
connection, that such a basis of figur- 
ing an appropriation may not always 
be infallible, especially in a period like 
the present, when past sales have been 
sub-normal to such a degree that they 
afford no proper basis for reckoning. 
Some consideration must be given to 
the kind of job that ought to be done 
and the possibility that sales may be 
increased, as business improves, 
through an increased use of adver- 
tising space and a general improve- 
ment in the quality and attractiveness 
of the advertising. 

The wise merchant today will con- 
sider his advertising appropriation, not 
in the light of an arbitrary percentage 
figure, but with reference to the re- 
quirements of his business in the all- 
important matter of publicity and pro- 
motion. A retail business cannot stand 
still; it must go ahead or fall behind 
in the race of competition. Thought- 
ful consideration of the subject will, 








we believe, convince many merchants 
that they must do a better advertising 
job if they are merely to maintain 
their position; progress calls for a 
definite increase in promotional effort 
all along the line. 


Planned Advertising Important 


No longer can the shoe store look 
upon its advertising as just one of the 
routine details of storekeeping, a job 
to be done, oftentimes in a perfunctory 
manner, and one that can be pushed 
aside or hurried through in a more or 
less slipshod fashion when other and 
more important matters intervene. Re- 
tail advertising today is a definite part 
of the broader subject of sales promo- 
tion and must be considered in its re- 
lation to the merchandising policies of 
the store, to its selling policies, plans 
for window displays and its broad, gen- 
eral policy of business building. Ad- 
vertising must be planned and sched- 
uled to get the maximum of returns 
for the money spent, insertions timed 
with seasons and store promotions, lay- 
outs and copy carefully prepared. All 
of this calls for a somewhat different 
procedure on the part of many stores 
than that to which they have been ac- 
customed. 

In this connection more detailed sug- 
gestions will be outlined later. But 
meanwhile, it is urged that every shoe 
merchant and store executive, who is 
not altogether satisfied with what his 
advertising is accomplishing for him 
in profit or prestige, give serious 
thought to the problem of what he can 
and should do to make it really ef- 
fective. 


A Young Man Plans a Business 
[CONTINUED FROM PAGE 15] 


From this discussion it appears that 
there are limitations to the operations 
of any shoe business, which are con- 
trolled largely by one factor, the 
amount of capital. In a general way we 
must say capital limits stock; stock 
limits volume; volume limits gross mar- 
gin; gross margin limits expenses. 

In actual operation considerably 
more than half the expenses are 
“fixed.” They are determined, not by 
volume, but by the policies adopted be- 
fore the doors ever open. 

Consequently, before contracting to 
open those doors, a merchant should 
figure “backwards” from his fixed ex- 
penses and see whether or not his 
available capital will support those ex- 
penses. All this might be classified 
under the hackneyed label, “scientific 
merchandising.” It is really nothing 
more than plain common sense applied 
to the known laws of averages. 
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Clothes Sell the Shoes 
[CONTINUED FROM PAGE 21] 


Just as the selling of sport shoes 
means more pairs of shoes, the increase 
in business is also felt in our findings 
sales. For every pair of white or sport 
shoes sold, the customer is immediately 
in the market for three items. First, 
of course, a pair of shoe trees, then a 
set of shoe bags and lastly the proper 
cleaner for the shoes. 

A liberal interior display of all these 
three items goes a long way in assisting 
the sale, for many customers will pick 
up the items and jn so doing, “discover” 
them, by themselves. Shoe trees are 
sure sellers in 50 per cent of the Sum- 
mer shoe sales, while the tactful show- 
ing of shoe bags will result in selling 
nearly as many shoe bags as pairs of 
shoes. 

Customers will buy several sets of 
shoe bags at one sitting. Nearly every 
one goes away some time during the 
Summer, so at least two sets of bags 
can be sold at the time of the shoe sale. 
The trade is very receptive to the sug- 
gestion that shoe bags are a necessity 
for they know that their sport shoes 
need to be protected, both at home and 
when away. 

All in all, we look for the most pros- 
perous shoe selling season which we 
have yet experienced. 





Wolfelt and Pape Join Forces 


NEW YORK—James C. Pape and Curt 
Wolfelt, shoe designers and manufac- 
turers of note, have joined forces to 
develop a new service to shoe buyers. 
Inspired by the adequate protection 
assured through the formation of the 
new Shoe Fashion Guild of America, 
these two men have become partners in 
an interesting enterprise under the 
name of Wolfelt-Pape, Inc. They will 
add to their high style women’s shoes, 
shoes of the “bread and butter” and 
conservative types; welt process, flex- 
ible soles, and will be able to offer a 
line balanced to meet general demands. 

Messrs. Pape & Wolfelt, well known 
as shoe style originators and manufac- 
turers, have the added advantage of 
retail experience. These facts, to- 
gether with the fact that the shoe 
buyer will have all his needs as to 
women’s shoes spread before his eyes at 
one time (Wolfelt-Pape, Inc., have 
leased three rooms in the Marbridge 
Building, to be opened July 1st) gives 
the project a new note in service. 

Mr. Pape’s bench-made. shoes, to- 
gether with the added conservative line, 
will be featured as a group, with the 
idea of providing the retailer with a 
well rounded stock of all the essential 
types. Permanent agents will be se- 
lected in Chicago and on the West 
Coast. 

Mr. Wolfelt returned a few weeks 
ago from a trip to Italy where he 
studied various sandal types in vogue 
at the Lido and other fashionable 
resorts. 
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“How nice 
they look inside!” 


Swccecstel retailers know 
that the inside as well as the 
outside of a shoe must be neat, 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


PONT 


QEG.U.S. PAT.OFF. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Keeping Feet Fit at Fifty 


[CONTINUED FROM PAGE 38] . 


Surely, rubbers are worn for the pro- 
tection of the health by way of the 
feet from just such conditions that are 
inviting colds on cold, dry days. There 
is unwitting exposure to such condi- 
tions against which protection is sought 
—rubbers or no rubbers. It is need- 
less to dwell on the subject of attendant 
ills following the liabilities which are 
‘opened up. If such unhealthy condi- 
tions must persist, the retailer would 
receive the gratitude of their customers 
to advise their trade to change their 
shoes and hose while confined indoors. 

It is soothing to think of Buddington 
Keland’s character, Scattergood Baines, 
whose meditations convey a message 
pointing out the orthopedic responsi- 





If the last is so built that the big toe is thrown 

out of alignment, a callous forms on the side. 

The large toe joint looms up prominently as a 
bunion 


bility of manufacturer and retailer 
alike. That is, if our clientele is to 
continue as our customers up to and be- 
yond the age of 50. Scattergood, when 
bothered with a knotty problem, did 
not permit his shoes to restrict him. 
He could not work out his solution until 
his shoes were removed. Then only, 
with foot freedom and a chance to ex- 
ercise his toes, exposed in coarsely, 





So-called breaking in is nothing but adaptation 
of the foot to new contours of the new shoe. 


loose-fitting hose, could he set forth to 
lay out his usually carefully though- 
out plan. The results were always suc- 
cessful. This portrayal is a serious in- 
dictment of the responsible parties to 





the making and selling of shoes. There 
are a great many Scattergoods who for- 
merly were on the books. 

Service and quality, commensurate 
with the selling price, is very essential 
and may be satisfactory to our trade. 
But that subtle something that fre- 
quently induces our followers to go 
shopping, is beyond our understand- 
ing. An analysis, if it were possible, 
would show that “something” relates to 
discomfort. 


Variations of one last with another are sufficient 
to cause the same discomfort a small pebble 
does when it gets inside the shoe 


A careful study of the standard line 
modifications will again build up those 
staples of yesterday. Many of today’s 
vogue shoes may be staples of tomor- 
row. If that be so, then it is a dozen 
chances to one that your last is a 
standard line modification. Manufac- 
turer and retailer strongly wish the 
same ratio of staple sales to those who 
are under 50 that they now profit by 
from those over 50. Long-headed and 
not hard-headed dealers will build 
toward this end, that their following of 
men at 50 will represent and embrace 
such a group of customers whose feet 
at this age will not show the lines, 
weaknesses and age of old men. 

It is not difficult to prove the the- 
orem that a man is as old as his feet. 
A mutual responsibility rests with 
manufacturer and retailer alike. The 
consumer trade does not know; they 
trust the seller. More care should be 
given to ways and means of keeping 
the feet more youthful. A leaf should 
be taken from the book of child-life. 
Shoes for the occasion, stylishly built, 
are possible. But they must be con- 
structed so youthful feet will be as- 
sured at 50. Beyond this mark, they 
will take care of themselves. As re- 
sponsible parties, manufacturer and 
merchant can contribute to their de- 
pendents, orthopedic youth and physical 
efficiency, which play such an impor- 
tant part in the material success of 
those whom we serve. 
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E. C. Huth Heads Pied Piper 


Wausau, Wis.—With the reorganiza- 
tion of Marathon Shoe Company of 
Wausau under the name of Pied Piper 
Shoe Company, announcement is made 
that the new company has taken over 
some of the quick assets of the Mara- 
thon Shoe Company, also the equipment 
and building, and will continue the 
manufacture of PIED PIPER SHOES. 

The Huth & James Shoe Co. of Mil- 
waukee has taken financial interest in 
the new company and will assume the 
management of the business. The re- 
maining assets of the old company will 
be distributed among the stockholders 
of the company. 

E. C. Huth will be the president of 
the new company, S. J. Pentler, vice- 
president; E. J. Beckman, treasurer; C. 
L. Barthels, secretary. These officers, 
with O. R. Short and W. G. James, will 
be the board of directors. 

S. J. Pentler, president of the old 
company, will retain his financial in- 
terest in the new company but expects 
to devote most of his time to his many 
other financial interests. Mr. Pentler 
has been associated with shoe manu- 
facturing since early boyhood. Prior 
to coming to Wausau twenty years ago 
he was for many years secretary and 
general manager of Rich Shoe Com- 
pany of Milwaukee. 

The history of Marathon Shoe Com- 
pany is very interesting. The company 
was started in 1914 by Mr. Pentler and 
several of his friends in Wausau with 
a capital of $35,000 beginning opera- 
tions in a modest way with thirty-five 
employees in order to test out the pos- 
sibilities- of Wausau as a shoe manu- 
facturing city. The factory has been 
in continuous operation since. 

The following year the capital stock 
was increased to $75,000 and a modern 
shoe factory was erected. Three years 
later the capital stock was-increased to 
$250,000 and the following year the 
amount was tripled to three-quarters 
of a million dollars and several addi- 
tions to the factory were erected. 

Children’s shoes made by the com- 
pany have become famous throughout 
the United States and are successfully 
handled by leading shoe merchants and 
department stores. The product is 
marketed under the name of PIED 
PIPER SHOES and has gained nation- 
wide reputation. 

The progress is to a great extent 
attributed to the Pentler & Short Pat- 
ented Improved Goodyear Welt process 
used in every pair of the product. 

Through the reorganization a num- 
ber of important changes will be made 
and the new company will be en- 
abled to continue producing outstand- 
ing values in children’s footwear. 





HEELS LOWER 


Heels are going lower and the advice from 
the technopedics is that- women should not 
jump from high to low right off, like jumping 
off a roof, but should lower them lift by lift 
like going down a flight of stairs. 
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NATIONAL NEWS 


April Trade 25% Ahead 


Des Moines, IowaAa—W. E. Beall, 
manager of the Florsheim shoe store, 
says business at his store increased 25 
per cent during April and a good sea- 
son is in prospect, particularly in white 
shoes for men. As the unprecedented 
demand for white was felt early this 
year in women’s shoes, so the demand 
for men’s shoes is developing, though 
somewhat more slowly. There is a 
preference shown for sports types, 
many being shown with perforations. 








Good Mail Order Business 


| SALT LAKE City, UTAH—Beth Kent, 
' handling Z.C.M.I. mail orders for shoes, 
is doing a splendid thing for .women 
who are distant from style centers yet 
are appreciative of current fashions. 
Many orders lack specific details, but a 
woman’s intuition as “thought inter- 
pretor” serves her well—sometimes two 
or three pairs are sent on approval. 
The majority of shoes filled through 
“Beth Kent” mail orders are from the 
better quality group and according to 
A. G. Clayton, buyer, indications are 
that a promising mail order business 
will be built up. 





Wholesale Prices Steady 


WASHINGTON, D. C.—The wholesale 
commodity price index of the Bureau 
of Labor Statistics showed a slight ad- 
vance during the past week and rose by 
3/10 of 1 per cent, according to an 
announcement made by Commissioner 
Lubin of the Bureau of Labor Statis- 
tics of the U. S. Department of Labor. 

“Present prices,’ Mr, Lubin stated, 
“are 73.5 per cent of the 1926 average, 

| as compared with 73.3 per cent, the 

» level maintained for the three preced- 
ing weeks, and 73.4 per cent for the 
week ending March 31. 
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“As compared with the index of 61.5 
for the corresponding week of last 
year, the present level is up by 19% 
per cent. It is 12 per cent above the 
level for the same week of two years 
ago, when the index was 65.5. The 
average wholesale price level now 
stands nearly 4 per cent above that of 
the first week in January. It is 2% 
per cent above the high point reached 
during the year 1933 (Nov. 18), when 
the index stood at 71.7 and 23% per 
cent above the low point of last year 
(March 4), when the index was 59.6. 

“Of the 10 major groups of com- 
modities covered by the Bureau, three 
showed an increase, six a decrease, and 
one, foods, remained at the level of 
the week before. Hide and leather 
products advanced very slightly.” 





DATES TO REMEMBER 


Sport Shoe Week................ May 22-29 

Memorial Day ..................... May 30 
(All states and possessions except Ala., 
a, Ga., La., Miss., N. C., and 

Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Cal., 


June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Cal., 


June 11, 12, 13 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Boston Shoe Fair, Hotel Statler, Boston, 
July 9, 10, 11 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 11 
National Shoe Retailers Association Annual 
Convention (city to be announced later), 
Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National Boot 
and Shce Manufacturer’s Association 
St. Louis, Mo. ......... Jan. 7, 8, 9, 1935 
Middle Atlantic Shoe Retailers Association 
(city to be announced later), 
Jan. 16, 17, 18 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
a Jan. 20, 21, 22, 1935 
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Children’s Business Good 


Detroit, MicH.—‘“Sales in all de- 
partments gave us something to re- 
member for many months,” is the re- 
port from Stuart J. Rackman, Inc. 
Clyde K. Taylor, shoe stylist, turned 
his attention to children’s lines—“This 
department was especially good. 

“Children’s styles point to a great 
many play oxfords for Summer, to- 
gether with the barefoot sandals. The 
trend is distinctly to the lighter colors. 
But the outstanding shoe is to me the 
tan elk shark tip. Two-tone sport shoes 
will also be very good sellers.” 














































Chain Store Tax Operative 


MILWAUKEE, WIs.—The State Tax 
Commission announced this week it has 
certified to the State Treasurer the first 
assessment roll under the new chain 
store tax law. Approximately 550 or- 
ganizations were included in the first 
certification. Gross income derived 
from retail operations totaled $62,959,- 
755.41 and the tax on this income is 
graduated from 6/20 to 13/20 of 1 per 
cent. No credit was allowed for taxes 
paid for merchants’ stock. The first 
assessment covered the period from 
July 29 to Dec. 31, inclusive, 1933. 





Cohen Chain in Texas 


DALLAS, TEX.—A long-term lease on 
the ground floor and basement space of 
the building at 1200-02 Elm has been 
taken by the Dan Cohen Company of 
Cincinnati. Rental consideration in- 
volved is more than $100,000. 

“We have chosen Dallas as the site 
for our first Texas store because of 
the wonderful national reputation Dal- 
las has gained as a retail center and 
because of its fertile hinterland,” said 
Ben J. Friedman in closing the nego- 
tiations for the Ohio firm. “Dallas has 
shown rapid recovery from the depres- 








sion.” 
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No. 154 Black Kid, Lizard 











13/8 conrad hel Wing, IN STOCK 

foot’’ toplift. Cottage 

shank. B-C-D..... $2 

va * * * 
KusH-IN-EZE 
| * * * 


What More Could 
You Ask For 
In Comforts? 


(1) Lasts especially designed for 
comfort and fit. We use 
special patterns for every 
last, size and width. 
Material is standard grade— 
uppers of plump Kidskin— 
soles are heavy, highest 
grade oak - tanned. Steel 
arch for support. Linings 
and findings of best grade. 
Hand turned and _ lasted 
tight to the wood for per- 
manent good looks, fit and 
comfort. 

Kush-In-Ezes shoes are built to 
give genuine lasting comfort to 
every wearer. Because they de- 
liver, they are business builders. 


Catalog on request. 


* * * * 


VAUGHAN-TOWLE 
SHOE COMPANY 


A DIVISION OF 
L. B. EVANS’ SON CO. 


WAKEFIELD, MASS. 


(2) 


(3) 








No. 1575 White Kid. 
White pig insert. Leather 


Pre 
Ne. 157 Black Kid. Pat- 
ent insert. Grey sheep 
lined, 13/8 ‘‘Wingfoot’’ 
ioplift. B-C-D..... $2.25 


IN STOCK 









Leather lined. 
Covered heel. A-D. .$2.85 
No. 156 Black Kid. Grey 
sheep lined. 13/8 ‘‘Wing- 
foot’ toplift. AAA-EE. 
$2.35. 


IN STOCK 


















Fisher Shoe Co. Moves 


RANDOLPH, Mass. — The former 
Richards & Brennan Shoe Company 
factory in this town will be occupied 
by the Arthur Fisher Shoe Company, 
of North Easton. They plan to move 
the entire business here, ultimately in- 
creasing production from 2400 pairs 
daily to 4000 pairs of shoes per day. 
This will mean employment for 500 
shoe operatives and a $500,000 yearly 
payroll. 

The Arthur Fisher Shoe Co. orig- 
inally started business in Avon in 1927 
under the name of the Gill-Fisher Shoe 
Co., manufacturing 240 pairs of men’s 
welt shoes per day and employing from 
25 to 30 workers. Arthur Fisher of 
Brockton was a member of the firm 
and its executive head. 

Mr. Gill retired in 1929 and the 
name was changed to the Ellis-Fisher 
Shoe Co. with the addition of Merton 
F. Ellis of Brockton as a member of 
the firm. They remained in Avon un- 
til February, 1932, when the business 
had grown to a production of 700 »airs 
per day and necessitated larger quar- 
ters. They moved to the former 
Reynolds, Drake & Gabell factory in 
North Easton, and in May, 1933, 
Arthur Fisher purchased the interest 
of Mr. Ellis and has since continued 
the business as sole owner under the 
name of the Arthur Fisher Shoe Co. 
In this factory their production has 
grown to 2400 pairs per day with a 
yearly payroll of $300,000. Last year 
the firm produced 500,000 pairs of 
men’s welt shoes. 

For several years the firm has op- 
erated steadily 50 weeks in the year. 
The business has now grown to the 
extent that additional manufacturing 
space is necessary, which is the occa- 
sion for seeking a larger factory such 
as the one formerly occupied by the 
Richards & Brennan Co. 

Mr. Fisher states that the space 
available in the Richards & Brennan 
factory will enable him to produce ap- 
proximately 4000 pairs per day, which 
he hopes to achieve in the near future. 





New Los Angeles Factory 


Los ANGELES, CALIF.—Another shoe 
company has decided on this city as 
its manufacturing headquarters. The 
Witten Shoe Company has been organ- 
ized by A. H. Wittenberg of the Mis- 
sion Hosiery Mills to make women’s 
high grade footwear. Associated with 
Mr. Wittenberg are three well-known 
shoe executives: F. P. Schockley, gen- 
eral manager; A. L. Shelton, sales 
manager; and A. C.- Dube, factory 
superintendent. 

Witton shoes are Compo shoes on 
the Sbicca method, Compo conveyors 
and auxiliary equipment already hav- 
ing been installed. The new company 
went into its production schedule about 
April 1. 
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TOE SLOGAN 
Boston, Mass.—“Show your toes.” That's 


the slogan at. Jordan’s. The store shows 100 
ways to show toes—all barefoot sandal styles. 








A. Miller, Ruby’s Manager 


Cuicaco, ILt.— Arthur Miller has re- 
cently been put in as manager of the 
Madison Street store of Alfred J. 
Ruby, Inc. 

According to Mr. Miller, Ruby’s will 
deal only in the finest quality of high 
class shoes, upon which Mr. Ruby orig- 
inally founded his business. Prices 
will range from $9.50 to $22.00. 


New Milwaukee Store 


MILWAUKEE, WIs.—Morton M. Hor- 
witt, veteran Milwaukee shoe man, has 
opened a ladies’ shoe store at 527 W. 
Wisconsin Avenue. The store is being 
operated under the name Morton’s 


Shoes. The store was completely re- 
modeled and new fixtures installed 
throughout. 





Named Footwear Manager 


YOUNGSTOWN, OHIO—M. Rosen, who 
has been identified with the Kline de- 
partment store here, has been named 
manager of the footwear departments 
of the Kline department store in 
Marion, Ohio. He has already assumed 
his new duties. 


Morris Goes to Covington 


CovINGTON, Ky.—B. C. Morris, long 
associated with Feltman and Curme 
Shoe Stores, Inc., is the new manager 
of their local store. 





Named Manager 


CANTON, OHIO—K. G. Nichols has 
been named buyer and manager of the 
shoe departments of the J. C. Penney 
Co., largest unit of the chain in Ohio, 
which opened here recently. 





Heavy Shoe Selling Event 


CANTON, OHI0O—Fourteen retail shoe 
stores joined with half a hundred other 
merchants in the observance, Thurs- 
day, May 3, of “Canton Day,” a twice 
yearly city-wide merchandising event. 
Shoe stores in their advertising in local 
newspapers stressed Spring footwear, 
many offering newest styles at a price 
concession. The event was heavily ex- 
ploited, with most of the stores pre- 
senting appealing window displays, 
featuring footwear and hosiery. The 
twice yearly sales event is sponsored 
by the Retail Merchants . division of 
the Canton Chamber of Commerce and 
its coming was advertised for 40 miles 
around Canton. Response was the 
heaviest since the Easter time busi- 
ness, retail shoe dealers reported. 
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“MILANO 


MILAN, ITALY—American leathers 
win favorable attention and selling 
abroad. This view shows the attrac- 
tive booth of Giovanni Brizzi, repre- 
sentative for Italy of the two well- 
known American tanners, R. Neu- 
mann & Co., Hoboken, New Jersey, and 
R. H. Foerderer, Inc., Philadelphia, Pa. 


May 12, 


AMERICAN LEATHERS IN ITALY 


1934 









The special features in the booth were 
photographs of seal hunt scenes, 
stuffed baby seals, advertisements on 
sealskin shoes, as well as footwear in 
Italian made models of this leather. 
Custom shoes made of Vici Special 
were also exhibited. Hundreds of people 
viewed the showing. 








Broadens Store’s Activities 


SALEM, OrE.—O. E. Price of the Price 
Shoe Company recently added an ap- 
parel department to his already suc- 
cessful shoe store. He modernized his 
surplus stockroom to make room for 
the addition, and to make additional 
room also condensed his shoes, utilizing 
special shelving built especially for the 
purpose, and then stocked the smartest 
apparel for the ladies with no two 
dresses alike and guaranteeing no re- 
orders at any time, reasonably priced 
at $10.50, $16.50, $19.50 and $22.50. 

He also has a choice assortment of 
smart hosiery and caters to a patronage 
that demands the better grades. 

No longer does any apparel store in 
his trade area bother this progressive 
shoe merchant with its shoe department. 
Men’s shoes were taken out and various 
accessories with more rapid turn-over 
put in. 





Three-Way Tie-Up Ads 


Lone BEAcH, CaL.—A_ three-way 
tie-up that is a joint classical type ad- 
vertisement with two other quality 
stores claiming primary position on 
the front page of the weekly Shopping 
News, all three stores stressing the 
same theme, has done good work for 
A. F. Musselman, president and gen- 
eral manager of Quality Boot Shop. 

For instance, one week the three 
stores stressed the idea of “white, with 
brown accents,” as the predominating 
color combination for the Summer. One 
store stressed this combination in milli- 
nery, another in linen swagger coats, 
and Mr. Hunter in shoes. Two college 








girls do all drawing and art work and 
write all the text. The girls are out- 
standing in their work, Mr. Musselman 
stating that their drawings of shoes 
are more accurate and artistic than 
any he can get ready-made. He makes 
the following additional comment: 

“This plan enables us to command 
first place on the page, gives us a 
chance to get out the highest class ad- 
vertising copy and gives us the fine 
advantage of a cooperative emphasis 
on one thing. Since only the finest 
stores in the city tie up on this adver- 
tising plan we are adding prestige to 
prestige. Naturally the plan keeps the 
cost down to a very reasonable figure. 
The sale of white shoes with brown ac- 
cents has been greatly increased, espe- 
cially our more dainty dress oxfords.” 

The Quality Boot Shop has been an 
outstanding style shop in Long Beach 
for many years. 


Ties in With Music Week 


AUSTIN, TEX.—The Dacy and White 
Boot Shops ran as unusually distinctive 
advertisement, that has resulted in in- 
creased sales and more interest in the 
stores even within a week’s time, ac- 
cording to Joe Dacy, manager. 

“Our advertisement has resulted in 
money well spent and has created many 
comments and brought folks into our 
stores that had not been in before,” 
said Mr. Dacy. “In this advertisement 
we ran the pictures of six pupils of 
local music teachers who will play in 
the National Piano Tournament Week. 
The response was very good.” 
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DEPARTMENT 





yw FOR MEN 


WHO WANT STYLE 


PLUS Comfort 


“Trade Builder” Shoes have as their base the 
prime values of durability and comfort. 
essentials are built into our dress shoes, so that 
style—authentic, up-to-the-minute appearance— 
is NOW available for merchants who want to 


offer their trade the utmost in real value. 


NEW! 
THREE STYLES IN-STOCK 


These 





NO. 8 LAST 


Made of full grain Black Calfskin, first quality 
9-iron sole, 5-iron leather innersole, full grained 
calf quarter lining, steel arch support, Wingfoot 


rubber heel. 


$3.15 BLACK CALF $3.25 BROWN CALF 
$3.35 KANGAROO 


10c per pair extra west of Denver. 
“Trade Builders” are great fitters! 


QUICK SERVICE 


InN” 


CINCINNATI, OHIO 
Nadier's Inc. 


CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P Dunn Shoe & Leather Co. 


FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Shoe Co. 

HUNTINGTON, W. VA. 
The deff Newberry Co. 
INDIANAPOLIS, IND. 
EP. Shoe Co. 
LEXINGTON, KY 

Ory Goods Co. 


STATI 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
Stewart-Dawes Shoe Co., Inc 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN. 

Neely, Harwell & Co. 

NEW ORLEANS, LA 
Duhon, Berry & Vinton, Inc. 
NEW YORK, N. Y. 


ONS 


MT. Shaw Shoe Co. of New York 


OSHKOSH, WIS. 
H. C. Roenitz Co. 
PEORIA, ILL. 
John Moser & Sone 
PHILADELPHIA, PA. 
Boll, Wait & Co., Inc. 
PITTSBURGH, PA. 
Newell & Schneider Co 
SAGINAW, MICH. 
Michigan Shoe Co. 


ST. PAUL, MINN. 
Scheffler & Rossum 


Co. 
SEATTLE, WASH. 
Washington Shoe Co. 
SIOUX CITY, IA. 


SPOKANE, WASH. 
‘The Adams Leather Co. 


SPRINGFIELD, MAS8. 


M.T.ShawShoeCo.of NewEngland, Inc, 


TOLEDO, OHIO 
Ainaworth Shoe Co. 
ZANESVILLE, OHIO 
The Black & Grant Co. 


M.T.SHAW INC. 


COLDWATER 





MICHIGAN 
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LAST! 


Preserve the Shoe 
Store Appearance 
in Footwear 


SIMPLEX Shoe Trees do 
this, long after the date of purchase. 


YOU actually improve 
your service to your customer, and gain 
his or her satisfaction, when you urge 
the use of, and sell each customer, this 
inexpensive but profitable accessory. 

Leading chain organiza- 
tions find this an important item in 
Service to the Customer. 


PROFITABLE 


OF RETAILER 








MEN’S 







fits all sizes 


LADIES 
SMALL FOR SIZES 
uP TO 6 


MEDIUM FOR SIZES 
6/2 UP 






Self 
Adjusting 


WRITE FOR 
UNIQUE SALES PLAN. 


SIMPLEX 


SHOE TREE 


COM PANY 





169 NO. MICHICAN AVE 
CHICAGO, ILLINOIS 
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New England Protests 


Boston, Mass.—The New England 
Shoe and Leather Association sends the 
following special bulletin to all sen- 
ators and representatives in Congress 
from New England: 

The New England Shoe and Leather 
Association, at its 65th annual meeting 
held April 25, passed the following 
votes: 

Opposing the McLeod Bill in Con- 
gress providing for reimbursement of 
depositors of National banks. 

Reiterating the Association’s oppo- 
sition to the proposed advance payment 
of the Soldiers’ Bonus. 

Reaffirming the Association’s opposi- 
tion to competition with private in- 
dustry of the products of Federal, State 
and other penal institutions, and 

Expressing the Association’s appre- 
ciation of the efforts of our senators 
and representatives in Congress to aid 
us in securing the exemption of our 
Association’s Annual Boston Shoe Fair 
from the restrictive provisions of Sec- 
tion 6 of Article 8 of the Boot and Shoe 
Manufacturers NRA Code of Fair 
Competition. 

Our Association previously had ex- 
pressed to you its disapproval of the 
Wagner-Lewis_ Bill, the Reciprocal 
Tariff Bill and the Connery Thirty- 
Hour Week Bill. 

The Association at its annual meet- 
ing also adopted a resolution thanking 
President Franklin D. Roosevelt for 
his efforts in endeavoring to bring 
about industrial recovery, and renewing 
the Association’s pledge of cooperation 
with him. 

This vote was, of course, adopted in 
good faith; but at the same time our As- 
sociation has felt obliged to oppose some 
of the President’s special recovery poli- 
cies. 

Included in these is the Reciprocal 
Tariff Bill, which our industry believes 
to be particularly dangerous, in view of 
the fact that there is at least one shoe 
manufacturing country in Europe 
which has for some years been making 
the most persistent efforts to invade the 
American market with its low-priced 
footwear. For this, and other reasons, 
we earnestly believe that the President 
should not be given the arbitrary 
powers provided in the pending meas- 
ure, but that the latter should at least 
provide for public hearings to threat- 
ened industries. 





Code Defines Quality 


NEw ORLEANS, LA.—Stores operating 
under the retail code must mark their 
merchandise as to quality and when it 
is not of “first quality” must clearly 
describe it in advertising matter either 
as “seconds,” “imperfects” or “irregu- 
lars” as the case may be or violate the 
code. This ruling was issued by Fred 
W. Evans, chairman of the New Orleans 
Retail Code Authority. The action was 
taken at the request of the Better Busi- 
ness Bureau which is to be the official 
investigating agency for the Retail 
Code Authority there and as such is 





May 12, 1934 


charged with making investigations of 
alleged violations of the trade practice 
provisions of the code. The selling of 
merchandise or the advertising of goods 
which are of “second” quality or as “ir- 
regular” or “imperfect” is misleading 
unless all the essential facts are clearly 
and voluntarily stated both in the ad- 
vertising and by the sales agent at the 
time of sale, Mr. Evans said. Failure 
to label such imperfect goods is just 
as much a violation as to say that an 
article is not a “second” in advertising 
when actually it is,” he added. 





Genuine Customer Confidence 


Washington, D. C—The something or other 
of customer confidence is illustrated in this 
happening in the B. Rich’s Sons shoe store, 
according to H. J. Rich. A customer wires 
from New York that she is to sail for Europe 
the next day and forgot to get a supply of 
shoe laces from the Rich store. And would 
Mr. Rich send some to her immediately, so 
that she would get them before the boat sailed. 





Enlarges Shoe Department 


NEw York, N. Y.—B. Altman & Co. 
have completely remodeled their sec- 
ond floor women’s shoe department. It 
is now one of the most spacious shoe 
selling sectors in the country, in that 
it now occupies an unbroken space one- 
third of a block long and extends the 
full width of the block from 34th to 
35th Streets. 

An addition to this shoe selling sec- 
tion, spotted right up front, is the 
ever active “Young Colony Shop,” 
where youthful high styles are featured 
at the one price of $8.75. 

Adjoining this separate department, 
yet in the same wide open shoe sector, 
is the Boudoir Shop, a most successful 
part, selling boudoirs in a price range 
from $1.95 to $10.50. Following the 
findings and buckle counters is the 
children’s section, a shoe store in it- 
self. Then comes the arch aid depart- 
ment, under the direction of a prac- 
tical orthopedic shoe man. 

These special departments are 
grouped around the outside, while in 
the center of the selling square, the 
brands of shoes which Buyer Thomas 
F. Callahan have made famous, are 
fitted. 

New wall cases are spotted in the 
right parts, while many table units 
show shoe displays to the best advan- 
tage. e fact that the chairs are 
arranged in informal groups tends to 
break up the vastness of the depart- 
ment. As it is, an air of comfort, 
ease and refinement prevails, which is 
typical of the entire establishment. 





Changes Company Name 


DETROIT, MicH.—Jack Commer has 
changed his company name to the J. 
Ann Shoe Company. Commer has the 
leased department of women’s shoes in 
Maxine’s, one of the smaller downtown 
department stores. He formerly oper- 
ated as the J. L. Shoe Company. 
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NEW MEN’S STORE FOR PORTLAND 


Mare and Manny Nudelman, well 
known shoe n.en of Portland, Ore., 
have recently opened an up-to-date and 
attractive new men’s store under the 
name of Reliable Shoe for Men, at 
Washington and Fourth Streets. The 
store has a congenial, club-like atmos- 
phere and several well known makes of 
men’s shoes, hosiery and rubber foot- 





wear are featured. Don Leavens, an 
expert in the fitting of difficult feet, 
gives free consultation on foot ailments. 
The new store, reports a successful 
business to date and the Messrs. Nudel- 
man have received many warm congra- 
tulations on their enterprise in adding 





such an attractive new institution to 
Portland’s retail district. 








Petition for Code Exemption 


WATERTOWN, Mass.—The Hood Rub- 
ber Products Company has applied for 
exemption from chapter VI, article III, 
of the code of fair competition for the 
rubber manufacturing industry (heel 
and sole division), requiring members 
to publish and file with the divisional 
authority a schedule of prices and 
terms. A public hearing on this ex- 
emption will be held at the Willard 
Hotel, beginning at 10 a. m. May 14, 
before Deputy Administrator A. L. 
Kress. 


Children’s Advertising 


ATLANTA, GA.—For years, the adver- 
tising of children’s shoes has been di- 
rected to the mothers ... and inserted 
on the society pages of the daily news- 
paper. An advertisement from the 
children’s shoe department of the 
George Muse Clothing Company, which 
attacks the problem from a new angle. 
Figuring that Dad, too, may have 
something to say about the amount 
that he pays for his children’s foot- 
wear ... and, furthermore, may 
actually have the interest of his chil- 
dren’s feet at heart . .. the store is 
running an occasional ad in the sports 
section of the paper, where Dad will 
be sure to find it. 





Good Window Idea 


OGDEN, UTAH—G. W. Herrod, man- 
ager of the College Boot Shop, captures 
the attention of customers with a huge 
silver semi-circle stage arrangement at 
the back of the store which sets in the 
middle of the floor and has graduated 
circular steps on which shoes are dis- 
played. It has proved an excellent 
means of moving sale stock, and being 
at the back of the store removes this 
merchandise from the center of the 
store where it would detract from the 
selling of other merchandise and take 
up valuable space. 





Return Goods Code 


LOUISVILLE, Ky.—The retail mer- 
chants’ return merchandise code, ex- 
pected to eliminate waste with resultant 
benefit to the community as well as to 
the retailer, went into effect May 1. 

The code provides: 

Merchandise (other than sanitary 
articles) will be accepted for credit, re- 
fund or exchange, provided it is re- 
turned to the store within seven days 
from time of purchase. 

No merchandise should be accepted 
for credit without sales check. 

No merchandise of any kind that 
shows evidence of having been worn 
or used will be accepted for credit or 
exchange. 
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@ 
IN STOCK 
Men’s Popular Priced 
RETAILERS 


SPORT AND DRESS 


Write for illustrated folder of complete line 





No. 8210 — White 
Buck bal oxford, leather 
sole and heel. Piccadilly 
last. In stock A, B, 
C and D widths, 
Price $3.15. 










Excelsior’s line of Men's and Boys’ 
shoes have long been known for style, 
quality materials, excellent workman- 
ship, and accurate fitting lasts. An 
efficient in-stock department aids the 
merchant who features Excelsior foot- 
wear in attaining a faster ratio of turn- 
over, and a more profitable business. 


BOYS’ SMART STYLES 
in the popular priced 
range. Complete illus- 
trative folder on re- 


No. 438—White 
Nubuck bal ox- 
ford, leather sole 
and rubber heel. 
Times Square last. In stock B, 
C and D widths, price $2.55. 








EXCELSIOR 


SHOE COMPANY 





Portsmouth, Ohio 


























































TWENTY 


YEARS 
as 


COMFORT 
FOOTWEAR 
SPECIALISTS 


«x G>* G« 


A-W Turns are Standard for 
Quality in their grades. Thou- 
sands of merchants profit by 
keeping well stocked active 
comfort shoe departments and 
benefit by using well-known 
A-W brands. You can increase 
your profits by promoting A-W 
TURN SHOES during the hot 
weather months. Write today 
for Turn Shoe Department 
Plan to increase your sales and 
profits. 

















Style No. 225-95 
Black Ruby Kid 
5-Eyelet Blucher 
Tie; 39 a 


; st; 
13/8 heel. In-Stock A to E. Price $2.10. 





Style No. 782 


Black Ruby Kid 5-Eyelet Cutout Tie; 39 
last; 13/8 heel; In-Stock AAA to EE. 
Price $2.50. 

No. 782-51—As above except 211 last and 


10/8 heel. In-Stock A to E. Price $2.50. 


SHOE COMPANY 
AUBURN, ME. 





>» WHAT'S SELLING q 


ad 
Flat Heels Popular 


CHICAGO, ILL. — The very flat heels 
and the near-flats are being given a lot 
of publicity these days not only in the 
retailers’ advertisements but in the 
daily write-ups in the fashion columns 
by the style sleuths as well. While they 
are not yet seen for general wear on 
the streets they are in evidence on the 
feet of young things at evening events 
and every prediction is that they will 
be trotting the boulevards as soon as 
the Summer season gets well under way. 
In pushing this vogue the style experts 
draw attention to the fact that the high 
arches prevent the flats from present- 
ing the appearance of small sister’s 
“Mary Jane’s.” Also the tall girls, say 
the experts, are tickled to pieces over 
a shoe that will knock off an inch or 
so of their height especially when the 
boy friend isn’t up to par on his height 
rating. 


Whites Selling in Utah 


SALT LAKE City, UTAH—“We are | 


selling more whites and white com- 
binations than in any previous year,” 
said W. B. Woods, manager of the 
Makoff Classic Shop’s Shoe Depart- 
ment, “and we are finding little price 
resistance on them, most of the sales 
being on the $11.50 and $13.50 shoes.” 





Shoes for Derby Day 


LOUISVILLE, Ky.—Byck’s is now feat- 
uring rough leather shoes for Derby 
and Summer wear. Crushed kids, rip- 
ple calfskins, morocco and crushed pig- 
skins are becoming more and more 
popular as the days get longer. The 
smartly designed shoes are especially 
attractive since they will go well with 
any type colorful dress and sport en- 
semble. They are easy to clean, another 
point in their favor. 

One of the most popular styles shown 
at Byck’s is the Bycksly Ripple Calf 
Oxford, unlined and perforated through 
for coolness and comfort. It has a 
built-up leather heel and sells for 
$8.50. A new sport shoe that comes 
direct from the Alps is the Tyrolean 
Peasant Brogue in white, red or brown 
morocco leather. This model is priced 
at $10.50. 


Showing Peasant Oxfords 


CHICAGO, ILL.—Stetson’s are showing 
a brand new peasant oxford that 
smacks strong of the Tyrolean moun- 
tains and ought to suit the low-heeled 
fan who aims to trudge flat this Sum- 
mer. They have very flat heels and big 
round flappy toes. They come in green, 
blue, red and white in soft moroccan 
leather in either a smooth or a suede 
finish. An adjustable buckeled strap 
tops off this top-notcher. 
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Boys Buying All Whites 


INDIANAPOLIS, IND.—Volume selling 


| in boys’ shoes at Marott’s is in all white ~ 


oxfords. They are being accepted by 
boys better than was expected. The 
past two weeks the children’s depart- 
ment sold more all white oxfords for 
boys than ever before. There is a 
definite trend toward better merchan- 
dise according to Virgil Gebauer, man- 
ager of the department. 





Heels Down and Up 


LYNN, Mass.—Heels score a new low 
mark this Summer run. That’s because 


| of the popularity of the barefoot sandal || 
types, most all of which have an un- |) 


commonly low heel, as well as the run 
on sport styles. Some firms report the 
lowest average on heels since before 
the war. 

Last makers say that heels are going 
up again, basing their forecasts on 
orders and inquiries for new lasts, and 
16/8 and 17/8 heels will lead for vol- 
ume business, on popular grades, with 
heels 20/8, 21/8 and higher for the 
higher grades. 


Buck Leathers Good 


DETROIT, MicH.—Brown and _ gray 
bucks are leading in Spring sales, 
Steven Jay, manager of the men’s de- 
partment of R. H. Fyfe & Company, 
reports. Sports shoes are being sold 
unusually early. There is question, he 
says, that this may interfere with sale 
of plainer shoes, but plans on an even 
chance for a second sale to most cus- 
tomers later. 

Actual sales in the department now 
run three for one over 1933. In addi- 
tion, the accessory items are selling, 
building up sales totals well. 


White Footwear Active 


Boston, Mass.—“White Summer 


footwear is in active demand, and has § 


had the best season in many years,” 
says the First National Bank in its 
recent market letter. ‘Patent leather 
shoes are likewise doing better. 

“While more emphasis is being placed 
on quality merchandise, demand: for 
which has been gradually improving, 
consumers’ buying power is still forc- 
ing manufacturers with whom volume 
of business is paramount to maintain as 
low a level of prices as is consistent 
with increasing material costs and 
wages.” 


American Gold Kid 

Boston, Mass.—Gold plated kid from 
American tanneries is newly offered 
here, in addition to the gold plated kid 
that is brought from abroad. It is 
reported that three American tanners 
have succeeded in putting gold plate 
on kid. Silver kid, of American mar- 
ufacture, has been in the market for 
some time. A iarge demand for both 
finishes is reported. 


12, 19338 








ae ee a ee ee ee 





» 19ST 


selling 
ll white 
oted by 
i. The 
depart- 
rds for 
2 is a 
erchan- 
r, man- 


ew low 
because 
sandal 


an un- |) 
he run |) 


ort the 
before 


2 going 
sts on 
ts, and 
or vol- 
s, with 
or the 


gray 

sales, 
n’s de- 
mpany, 
ig sold 
ion, he 
th sale 
n even 
st cus- 


it now 


1 addi- 
selling, 


immer 


id has ; 


rears,” 
in its 
eather 


placed 
d« for 
oving, 
— fore- 
rolume 
ain as 
sistent 
; and 


1 from 
fFered 
ed kid 
It is 
inners 
plate 
man- 
et for 
4 both 








BOOT AND SHOE RECORDER, May 12, 1934 


Code Hearings on Premiums 


When Is 


ASHINGTON, D. C.—Efforts 
of the National Retail Code 
Authority to abolish the long- 
established practice of American mer- 
chants to advertise “premium sales” 
of their merchandise to attract cus- 
tomers, on the ground that such mer- 
chants are deceiving the customers into 
believing they are “getting something 
for nothing,” was denounced May 4 
as a “challenge to the good faith and 
ethics of American business,” by F. H. 
Waggoner of New York City, on be- 
half of a number of concerns, includ- 
ing the Brown Shoe Company of St. 
Louis, Mo., and retail establishments. 
Mr. Waggoner spoke during hear- 
ings before the National Recovery 
Administration on proposed amend- 
ments to the code of fair competition 
for the retail trade, sponsored by the 
Retail Code Authority. Deputy Ad- 
ministrator Kenneth Dameron _pre- 
sided, assisted by representatives of 
the various advisory boards. 


"Free Goods" Attacked 


The amendment assailed by Mr. 
Waggoner was entitled “Advertise- 
ment of ‘Free’ Goods,” and is an 
amendment to Article IX, Section 1 
of the Retail Code. The amendment 
states: “No article of merchandise or 
service shall be advertised as ‘free’ 
when delivery of said article or per- 
formance of said service is contingent 
upon the sale of an additional article. 

“The proposed amendment,” said 
Mr. Waggoner, “proceeds upon a lack 
of familiarity with the sense in which 
the word ‘free’ is used in advertising 
premium offers. It assumes a like un- 
familiarity on the part of the public 
with what may be called the ‘premium 
use of the word “free’”’,’ and an under- 
estimate of public intelligence. 

“The word ‘free’ as describing the 
offer of a premium given to those who 
purchase one or more designated arti- 
cles, or perform a required service, 
has been in nation-wide use for more 
than 40 years, and by thousands of 
manufacturers, wholesalers, retailers, 
publishers and others, including many 
of the most favorably-known concerns 
in the country. Millions of pieces of 
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an Article ‘Free’ and Is 
One Cent a Fair Second Article Price? 








IS the old-time lure of "something for noth- 
ing" to be eliminated from retail advertising 
and store promotion? 


Is the principle of “Let the seller beware," 
which underlies the new legislation affecting 
the marketing of securities, to be extended 
under the NRA to the selling of goods at 
retail? 


These are some of the questions suggested 
by last week's hearing before the Nationa! 
Recovery Administration on proposed amend- 
ments to the code of fair competition for re- 
tail trade, sponsored by the Retail Trade 
Authority. 


The developments at this hearing as here 
reported by the RECORDER'S Washington 
correspondent, are of vital interest and im- 
portance to every retailer and retail pro- 
motion manager. They promise to introduce 
a new spirit and a new standard of ethics into 
retail practice. 








advertising material designating such 
premium offers as ‘free’ have been 
circulated during all of these years. 

“To adopt the proposed amend- 
ment,” said Mr. Waggoner, “is to chal- 
lenge the good faith and ethics of 
many of the leaders of American 
business. 

“In the premium use of the word 
‘free’, the universally-known and un- 
derstood meaning is carried out, in 
that the premium itself is given with- 
out charge,” he said. 


How Customers Are Misled 


Richard Newstadt, Washington, 
D. C., representing the Code Authority, 
told the Administration that it is 
“actually not possible to distribute 
free goods. In order to avoid loss,” 
he said, “the price is added to the 
other article contingent to the sale, 
thereby misleading the customer to 
think that he actually is getting two 
articles for the price of one.” He 
pointed out that this also is true to 
the so-called lc sales, where a cus- 
tomer is sold two articles for the price 
of one, plus 1c, such as is the custom 
in many drug stores. 

Mr. Newstadt attacked the so-called 
“suit-club plan” of many retail stores, 
as a “lottery” as far as the customer 
is concerned, and an “unfair trade 
practice” to competing stores. 

The first witness at the hearing was 


Roy M. Stein, representing the Liggett 
Drug Company, United Drug Com- 
pany, and 8000 druggists selling “Rex- 
all” products. He defended the lc 
sales as perfectly fair and legal inso- 
far as Rexall stores are concerned. 

The idea of advertising such sales, 
said Mr. Stein, is purely to interest 
customers in the sale of Rexall prod- 
ucts, with the view that they will con- 
tinue to buy such products in the 
future. The articles advertised, he 
explained, are not marked down in 
price, the extra article sold for the 
cost of the additional cent being more 
than paid for by the increased pur- 
chase of such article by pleased cus- 
tomers. These sales are for limited 
periods only and should not be dis- 
turbed by any amendment to the code, 
he emphasized. 

Mr. Stein said that the le sales 
made by his stores are not in any 
manner similar to those where a re- 
tailer advertises an article below cost 
to induce customers to come into his 
store for the purpose of selling them 
an altogether different article of higher 
value. Such practices, he conceded, 
are unfair and should be abolished. 


False Impressions Given 


Mr. Rivers Peterson, also of the 
Retail Code Authority, interjected at 
this point that advertisement of Ic 
sales was misleading to the public, 
since it gave the impression that they 
could get an article for lc whereas 
this cost really is made up in other 
ways by adding to the selling price of 
other articles. 

Charles E. Boyd, secretary of the lo- 
cal retail code authority at Detroit, 
Mich., said that there had been con- 
siderable trouble in that vicinity over 
the matter of so-called “free” or “pre- 
mium” sales, as well as the lc. sales. 
He said that many newspapers refused 
to carry advertising which did not 
specify definitely exactly what the cus- 
tomer would secure from such sales. 
He asked that the word “free” be am- 
plified to include its synonyms. 

B. H. Namm, speaking on behalf of 

[TURN TO PAGE 55, PLEASE] 
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Men’s Shoes 
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MEN’S FINE SHOE 
OLD COLONY SHOE CO. * snoceton 
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10 High St. 





NEW YORK 
|_Marbridge Bide. 












“HIGHEST GRADE 
| east WEYMOUTH. MASS. U.BA. . 
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Women’s Shoes 




















SOCIAL 
SANDALS 
In Stock 


X1025 Sliver Kid.............. Block Heel $2.75 
X4255 White Limen............ . 1.50 
X4259 White Mid.............. o 4 1.75 
X1024 Silver Kid .............. Louis Heel 3.00 
X4520 White Linen ........... 1.60 


X4522 White Kid ............ oa - 
B Width i 
Terms 2% 10 days. t 30 
Send for in Stock Bulletis 
HANNAHSON’S SHOE COMPANY 
Haverhill, Massachusetts 














KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Me. 156 Black 
Kid $2.85 





Ne. 401 Black 
Kid $1.85 


KKK LIL 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evens’ Sen Ce.) 


<< 
F< KKK 





T. Roberts Opens Store 


BROOKLYN, IowA—The Roberts Shoe 
Store opened with a complete line of 
men’s, women’s and children’s shoes. 
T. Roberts is manager. The Wellwear 
line is being handled. 
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THE NEW LANSING MILLER-JONES STORE 











MicH.—The new Miiller- 
Jones store is unique in the Miller-Jones 


LANSING, 


Chain in many respects. It has rather 
elaborate recessed type windows, black 
glass and chromium metal front, glass 
valances and the most modern type of 
window fixtures. The interior of the 
store has beamed ceiling, spacious seat- 
ing accommodations, specially designed 
Children’s Department, brightened by 


colorful illustrations of animals and 
Mother Goose characters. 

The manager of this store is Otis 
Tripp, who has had several years ex- 
perience managing Woodworth’s Shoe 
Store in Lansing, and the District Man- 
ager for this section is Henry I. Zim- 
merman, formerly with the Wise Shoe 
Company. 








Girls Harder On Shoes 


DENVER, CoLo.—“We’ve found that 
girls wear out their shoes much more 
quickly than boys,” says W. J. Meade, 
buyer for the shoe departments at a 
Sears-Roebuck store. 

“This matter first came to our atten- 
tion from a test made by one of our 
manufacturers. This firm gave out 50 
pairs of shoes to newsboys and 50 
pairs of the same quality to girls. 
Despite the fact that the girls were 
indoors a lot more than the boys and 
did a great deal less walking, the boys 
shoes lasted a good deal longer in every 
case. I followed this up by making sev- 
eral tests on children in my own neigh- 
borhood. In every case the boy’s shoes 
wore longer, and in one instance, a 
girl’s brother wore soles of the same 
leather a little more than six times as 
long as she did. She did little damage 
to the uppers. 

“T checked the why of this by visit- 
ing school playgrounds and watching 
youngsters. Whereas, when a boy gets 
ready to stop running, he slows down 
to a jog first, a girl almost invariably 
slides. 

“We also found that swings are 
harder on shoes than any other one 
thing, and of course girls do more 
swinging than boys. Nearly all chil- 
dren stub their toes in stopping a 
swing, which of course puts a heavy 
strain on the toe of the sole. We have 
stopped a lot of torn off soles by having 
four nails put in the toes of all our 
children’s shoes. 

“The hardest thing on boys shoes is 
baseball. They wear out plenty of 
leather sliding on first base. 

“Another thing we discovered is that 
the children who buy dollar shoes are 





a lot harder on them than those using 
three dollar shoes. The former young- 
sters don’t have much to play with at 
home and they spend their time run- 
ning around the streets. 

“T think one of the contributing rea- 
sons we do 51 per cent of our business 
with children from nine years down is 
because we study their use of shoes. 
We can solve some problems of wear 
such as the one on swinging and warn 
mothers about the others.” 





Many Free Shoes 


CuHIcAGo, ILL.—More than 25,000 
pairs of shoes were given out this year 
to school children by the School Chil- 
dren’s Aid Society of the Chicago 
Woman’s Club, according to their recent 
reports. About $61,000 was spent this 
year both for shoes and other clothing, 
it is reported. The funds came largely 
from a Thanksgiving collection taken 
up last Fall to which more fortunate 
children, who had shoes of their own, 
contributed. 


Sweet Tacks! 


LyNN, Mass.—Aluminum tacks for 
lasting shoes, new here, are light in 
weight, also rust proof, and lasters who 
spit’em (hand lasters use their mouths 
as a tack resovoir) say they’re sweet 
to taste. 


F. E. Ballou Honored 


PROVIDENCE, R. I.—F rank E. Ballou, 
F. E. Ballou & Co., local shoe retailers 
has been reelected a director of the Bet- 
ter Business Bureau of Providence a! 
that body’s annual meeting and election 
of officers. 





. 
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K. C. Women Buying Early 


Kansas City, Mo.—“It is about 50- 
50 between dark and white shoes now 
but whites are selling much better than 
at this time a year ago,” said J. J. 
Streicher, manager of the I. Miller 
shop. 

“Blue and white combinations and 
brown and white will follow steadily 
in the wake of all white shoes this 
Summer. Women are buying early, 
not because the weather has been warm 
enough to wear white shoes on the 
street but because they are afraid they 
cannot be fitted later. 

“Open toe sandals are going to go 
over big. Already we have sold a sur- 
prising number of them. We have a 
wide variety and they will be used for 
street wear with Summer dresses. 

“A style of sandal that is selling 
well is the flat heel, open toe evening 
sandal. Women like these in the tint- 
able kid. We are doing well, too, 
with a body type shoe for evening 
wear, the straps being studded with 
imitation jewels. These look well with 
any color evening gown.” 





Adds Complete Men’s Dept. 


AKRON, OHIO—Shumaker’s, operating 
a complete department store of foot- 
wear, have opened a new men’s shoe 
department on the second floor. New 
department stresses specialized service 
and fitting and has been modernly ap- 
pointed. 

Such well-known lines for men have 
been added: Nettleton, Smith, For- 
tune, Musebeck Health Spot, High- 
Gear and Esquire. The many lines 
give the men’s shop a price range from 
$4 to $14.50. A half-page spread in the 
local newspapers announced the open- 
ing of the new men’s shop. 

Shumaker’s have been in business in 
Akron for 42 years, moving only re- 
cently from the original location in 
S. Howard Street to its new store in 
the heart of Akron’s S. Main Street re- 
tail shopping center. 





Finds Business Excellent 


CLEVELAND, OH1I0O—The I. Miller shoe 
store, 1309 Euclid Avenue, has had a 
thorough Spring cleaning, with new 
curtains, paint and trimmings. Busi- 
ness, according to Larry A. Medal, man- 
ager, is excellent. Hosiery Week, end- 
ing May 5, brought a good turnover. 
The event was advertised through the 
newspapers, direct mail announcements 
and telephone calls to store patrons. 





Brody’s Expanding 


YOUNGSTOWN, OHIO —Brody’s, for 
some time located at 5 East Federal 
Street, are expanding, and will move 
to a larger room in the same building, 
on Central Square. The new store 
will be one of the most modern in the 
downtown area and will have new fix- 
tures and appointments. A larger 
stock of footwear will be carried. 
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Saibin Opens Store 


BERGENFIELD, N. J.—The Saibin Shoe 
Store was opened at 48 South Wash- 
ington Avenue, Bergenfield, on May 
5, by Morris Saibin, one of Bergen- 
field’s pioneer business men. 

Mr. Saibin first established business 
here 23 years ago when he opened a 
general dry goods and shoe store in 
the store adjoining his new shoe shop 
back in 1911 and conducted the busi- 
ness until 1929 when it was purchased 
by L. Siegel and Son. 





Ruby Store Rejuvenated 


CHICAGO, ILL.—The Madison Street 
store of Alfred J. Ruby, Inc., has re- 
cently been given not only a Spring 
cleaning but an entirely new set-up. 
This includes modern metal furniture 
upholstered in blue and in green; an en- 
tire new system of indirect lighting; 
up-to-the-minute showcases in natural 
wood finish; and carpeting with the 
popular border-line effect. Rearrange- 
ment of the customers’ seats also gives 
to the long, narrow room a greater 
sense of spaciousness, and_ special 
groupings simulate exclusive rooms. 





Opens Store 


FRESNO, CAL.—Lord’s Shoe Shop has 
opened at 1115 Fulton Street. 





“Paddock” Model Selling 


CHICAGO, ILL.—A shoe referred to 
as “Paddock” by Ruth Harrington in 
the April 28 RECORDER is on its way to 
making a big hit with the patrons of 
Charles A. Stevens and Company, ac- 
cording to E. A. Clark. It is being 
shown in ripple seal in brown, blue and 
black and in white buck. 

Combinations of brown and white are 
being pushed here right now. These 
will continue to sell well through June, 
says Mr. Clark, when the all-white shoe 
will be the leader. 

Dark fabrics continue in demand and 
in dark shoes blue leads. Blacks have 
entirely faded out of the picture with 
the customers of this store. 


Adds Shoes 


VALLEJO, CAL.—A fully stocked fam- 
ily shoe department has been added by 
Crowley’s Department Store. 








Milwaukee Retailers to Meet 


MILWAUKEE, WIs.—The Milwaukee 
Shoe Retailers’ Association will hold a 
meeting sometime during the latter 
part of May, according to W. J. 
Muckle, president. The meeting sched- 
uled for April 26 was postponed. Mr. 
Muckle reports that the shoe code is 
working out well in this district. The 
Milwaukee group plans a number of 
trade activities during the Summer 
months, says Mr. Muckle. 
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Smart 
Riding 
Boots of 
Character 


(Denes 


Pioneers 


Long before the present wide- 
spread popularity of riding, 
O’Donnell’s were meeting the 
demands of equistrian devotees 
with high quality boots. Pioneer 
boot builders, O’Donnell’s pre- 
sent Aristocrats with these 
salient features. 





Smart “tipped forward”’ 
effect of finest English 
boots makes Aristocrats 
appealingly attractive. 


Hand lasted, fitted left 
and right, insure per- 
fect leg conformity, 
comfortable fit in 
Aristocrats. 


















For Women 


Black and brown 
calf and veal 
leather riding 
boots, field boots 
and jodphurs for 
ladies’, popular in 
prices. 


For Men 


Phere are Aristo- 
crat men’s boots 
in black and brown 
calf and veal 
leathers for riding, 
field and military 
wear, in a wide 
range of prices. 


A Complete “in Stock” Line 


Our new catalog showing our 
complete instock line is just 
off the press. If you have not 
already received your copy, 


WRITE US TODAY. 


O’Donnell Shoe Co. 
510 Sibley St. St. Paul, Minn. 
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WHERE TO BUY 


Men’s &@ Women’s 
Slippers 


SOT | 





















. 8S. CHASE & SONS, INC.. 
= § HAVERHILL, MASS. 

In Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and black with 
1.35 
1.50 


nmap Pocket 
zipper Pocket 
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WHERE TO BUY 
Play Shoes 
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MONK SANDALS 
THE HIT OF THE FLORIDA SEASON 


IN STOCK 
WHITE 

BROWN 

BLACK 

Cc WIDTH 






E. B. PIEKENBROCK & SONS CO. 














DUBUQUE, IOWA 
Golf Gadget 
Cuicaco, ILL. — Some ideal golf 


weather has brought a smart little golf 
gadget into a prominent place in Walk 
Over’s window. This is a golf sole with 
spikes, that is detachable and can be 
fastened onto an ordinary shoe some- 
thing like a roller skate. It has a flex- 
ible sole and is adjustable to size with 
a two-way stretch. They proved to be 
such good sellers last year that they 
are making their bow early, it was said 
here. They of course are not intended 
to take the place of a special golf shoe 
but sales talk is that they are handy lit- 
tle extras to be stowed away in the 
pockets of a car to be used in emergen- 
cies when a golf fan suddenly finds him- 
self on the green with no paraphernalia. 


Hung By Heels 


BosTon, MAss.—In one of Filene’s 
windows, novelty shoes are hung by 
their heels on a wall-like background, 
and if one looks at. those on a level 
with his eyes he sees the heel seat and 
the insides; and if he looks at those 
above he sees the vamps and those be- 
low, down towards the floor, he sees 
the heels and quarters. 
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| Specializing on Girls’ Shoes 


GLENDALE, CAL.—“Forty per cent of 
the shoes we sell are sold for girls be- 
tween the ages of eight and sixteen | 
years,” says R. B. Harlan. 

“Growing girls have been frequently 
overlooked by retail shoe dealers, 
though less right now than a few years 
ago,” continues Mr. Harlan. “I see by 
the condition of girls’ feet coming in 
here that style-without-fit rather than 
fit-with-style has been the main con- 
sideration. 

“In catering to juniors it is necessary 
to have a complete stock in all sizes 
and widths. We have the widths all 
the way from AAAA to D. In our 
advertisements we are always talking 
about “junior shoes for the modern 
miss.” 

“Once a reputation is established for 
proper fitting of growing girls’ feet a 
business is established that does not 
fly away for the parents do insist upon 
their daughters not ruining their feet 
by shoes built for style alone.” 





Montgomery Dealers Meet 


MONTGOMERY, ALA.—The newly 
formed Montgomery Retail Shoe Deal- 
ers Association held a banquet last 
week at the Whitley Hotel. A total of 
75 were present which included 22 deal- 
ers and their guests, according to O. P. 
Covington, president. 

The next meeting will be held May 
16 when the body will journey over to 
Covington’s farm near here. 





Store Improvements 


Des MoInes, Ilowa— The Maxwell 
Bootery at Ida Grove is moving to a 
new location with a new front and an 
interior especially adapted to the shoe 
business. The Carpenter Shoe Store 
has been completely redecorated and 
an additional stock of shoes installed, 
according to E. L. Carpenter, proprie- 
tor. 


Sand Shoes 


Boston, MAss.—Jordan’s has three 
windows of sand styles, or beach wear 
shoes—the floors covered thickly with 
white sea sand, and the figures in beach 
wear, with beach kit about, like on a 
day by the shore. Most of the shoes 
are of the sandal styles, of woven 
straps and so on, and cork heels, beach 
style, that is, widened out at the top 
lift so they won’t sink down too deep 
into the sand. 


Built Up Fall Sandals 


LYNN, Mass.—The idea of building 
up sandals for Fall, instead of cutting 
them down as in the barefoot sandals 
for Summer, has the attention of some 
firms here. Straps may be carried in 
Roman sandal fashion around the leg 
up above the ankle bone, and these 
straps would hold in place the ankle 
sock that some women wear in cold and 
stormy weather. 





1934 


| Direct Mail at Foster’s 


CuIcaco, ILL.—Instead of the usual 
type of folder used in direct mail ;pub- 
licity F. E. Foster and Company have 
just got out a swankey little set of 
twenty-five photographs which they 
are using not only in direct mail ap- 
proach but as an aid to personal sales- 
manship. 

The idea works something like this. 
A letter is sent to a selected mailing 
list mentioning some of the new models 
that are being featured this season and 
suggesting that these neat little photo- 
graphs will be sent on request, so that 
the interested customer can see at a 
glance just what the shoe is like. The 
letter also suggests that the customer 
make note of the especial type of shoe 
she is interested in. 

Upon receipt of the request the de- 
sired photographs are sent with an 
accompanying letter explaining the de- 
tails, color, material, price and addi- 
tional points. This letter gives a chance 
for a more intimate and individual ap- 
proach than the stereotyped folder can 
do. The photographs are expensive 
and it is not the intention to send the 
entire set of twenty-five to any one 
individual but because they are loose 
it makes it possible to make a careful 
selection suited to each case. The little 
photographs are 2% by 1% inches in 
size. They are beautifully clear and 
show off the shoe to perfection. 

They are also used by salesmen on 
the floor in helping to interest the cus- 
tomer in other models than the one she 
is in the market for. “We believe that 
this idea will prove much more satis- 
factory than the usual folder,” said 
Carl Burgstahlet speaking of the 1934 
series. 








THIS WEEK'S BOUQUETS 





Source of Constant Education 


The Boot & SHoe Recorver has been a 
source of constant education and a con- 
tributing source in the success of our shoe 
department. Particularly do we appreciate 
your articles on salesmanship and window 
display. We feel that you could have even 
more photographs of window displays that 
are outstanding. Also more articles on 
“How to increase individual selling,” 
“Doubling up on customers,” “Suggestive 
selling’ and “How to avoid missing 


customers.” 
_ Myers Brothers, Springfield, Ill. 
By Carl Kramp. 
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Che Breakers 


ON THE OCEAN FRONT 
ATLantic City, New Jersey 


SITUATED DIRECTLY ON THE BOARDWALK 
and CONVENIENT TO ALL PIERS AND 


AMUSEMENTS. 
Per day, $G00 With Meals 
per person = Private Bath 
European Private 
Plan $300 Bath 


HOT AND COLD SEA WATER IN ALL BATHS 


Excellent Food French Cuisine Garage 


EMANUEL E. KATZ, Man. Director 














Chain Store Efficiency 


records are made available 






to independent retailers in the 
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Feel at Home 
in CHICAGO 


Stay in the TOWER 
of HOSPITALITY 





From the Morrison tower you 1ook down on the 
“busiest corner in the world”; but high up in the quiet, 
homelike rooms you are far away from noise and 
hurry. Deep, soft beds bring sound sleep. No other 
Chicago hotel gives as much at such reasonable rates. 


In the Heart of the Loop Fine Garage Facilities 






Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. ’ 
367 West Adams St., Chicago, II. 












e 
Only$2.50 upwithBath Home of Terrace Garden 


MORRISON 
| HOTEL 


LEONARD HICKS 
Managing Director 











Code Hearing on Premiums 
[CONTINUED FROM PAGB 51] 


the Namm Shoe Store, Brooklyn, N. Y., 
took exception to the remarks of Mr. 
Waggoner regarding so-called “free” or 
“premium” sales. He said that he 
wished the proposed amendment to go 
into the code. “I want to eliminate the 
abuses of this sort and believe that this 
amendment is the answer to the ques- 
tion,” he said. 

In reply to Mr. Namm, Mr. Peterson 
of the Code Authority declared that if 
Mr. Waggoner is correct in his asser- 
tion that the public understands that 
such sales are not “free,” there is no 
necessity to tell them that they are 
“free,” The consumer does pay for the 
premium in one form or another, and 
if the true premium is not free it should 
not be permitted to advertise it as so 
being, he said. 

Miss Constance Kent of the Con- 
sumers Advisory Board spoke on be- 
half of an amendment which would re- 
quire retailers to specify the cash price 
of their merchandise, the deferred cash 
price, and the amount of carrying 
charges stated in terms of a rate per 
cent per month on actual unpaid bal- 
ance. 

This amendment occasioned consider- 
able opposition from representatives of 
both retailers and finance companies, 
who pointed out that it was practically 
impossible to put these differentials in 





terms of percentage. They said that 
there would be no objection to stating 
the cash and installment purchase dif- 
ferentials in terms of dollars, but that 
percentages were out of the question. 
The question was held over for further 
discussion. 

Other proposed amendments which 
were not objected to were: 

“Stores selling services and not mer- 
chandise: Stores selling services, not 
covered by any approved code, shall be 
governed by this code where such ser- 
vices are sold to the ultimate consumer. 

“Temporary reduction of store hours: 
Any establishment may, for a period 
not to exceed 90 consecutive days each 
year, temporarily reduce its’ store 
hours, but the weekly wages of its em- 
ployees shall not on that account be re- 
duced.” 

It also is proposed to put watchmen, 
guards, outside salesmen and outside 
collectors on a limited working basis of 
54 hours a week, for a six-day week. 
A proposal to place store detectives in 
this category drew opposition, and the 
matter will be discussed later between 
the Code Authority and representatives 
of the Labor Advisory Board. 

Another amendment, which did not 
draw any criticism, proposes a limita- 
tion on the number of persons working 
restricted hours, advertisement of in- 
stallment payment plans, the latter 
amendment to be considered later. 

Some discussion arose over the pro- 





posed amendment regarding manufac- 
turers’ labels, which provided that in 
cases where the manufacturer sent on 
a shipment to a retailer without labels 
in violation of the manufacturers’ code, 
such shipment could be returned at 
manufacturer’s expense, labels sent on 
at his expense, or secured from the 
Code Authority. During the interim, 
the retailer could sell such of the un- 
labeled merchandise as he had on hand. 

Several retailers objected to this 
amendment on the ground that they did 
not feel that they should be required to 
police the manufacturers’ code and aid 
that industry in locating its “chiselers.” 

The hearing was adjourned upon an- 
nouncement of the Deputy Adminis- 
trator that matters in contention would 
be ironed out through meetings between 


| the parties in dispute and the Code 


Authority, with a view to writing up a 
final code for the industry. 





New Shoe Concern 


Boston, Mass.—Gaffney-Sulkis Shoe 
Co., new at 76 Lincoln Street, Boston, 
William Gaffney, president, has sold 
shoes for years, recently for Wellesley 
Shoe Co.; David Braude, treasurer, 
used to be with Braude, Goodman Co., 
manufacturers, and Harry Sulkis, 
sales manager, was with Bond Shoe 
Co. Better grades of stylish novelties 
is their aim. 








WHERE TO BUY 
Sandals 









HERE IT IS! 
that sandal for 
Leisure Hours 
with wood sole 
that BENDS. 


Gingham checked 
cutouts blend with 
any color scheme. 


High or Low 
Heel. 
Rocker or Flex- 
ible Wood Sole. 


Sizes for all ages— 
Fit any width. 


REECE WOODEN SOLE SHOECO., Inc. 


Columbus, Nebraska 
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WHERE TO BUY 


Riding Boots 


hr ee 


\ RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 










Dainty Maid Payroll Stolen 


BROOKLYN, N. Y.—Three bandits, 
two of them armed, held up Fred 
Adams, sales manager of Dainty Maid 
Slippers, Inc., Mildred Caldarazzo, 
cashier, and Lily Targoff; her assistant 
at the factory, 68 34th Street, Brook- 
lyn, on Wednesday, May 2, and escaped 
with the payroll amounting to $4,977. 

Adams and the others were placing 
the money in envelopes in the cashier’s 
office when the gunmen entered. While 
the armed bandits held the three at 
bay, the other robber picked up the en- 
velopes and the money. As they started 
away one of the robbers ripped out 
the telephone wires and warned the 
three to give no outcry for 10 minutes. 

Fred Adams is planning to visit the 
police line-up daily looking for the 
chief gunman’s girl friend, for as he es- 
caped with the money he stuffed a pair 
of “Sportana” oxfords in the satchel. 
Adams offers an invitation to the gun- 
man to exchange the shoes in case 





TAMPA, FLA.—A window display of 
eight large cups won by Nestor Her- 
nandez is on display at the Walk Over 
Bootery. 

Rudolph Solomon, manager of the 
Walk-Over Bootery, said Hernandez 
was wearing a pair of Walk-Over shoes 
when he won his last cup. He believes 


Plans Shoe Chain 


Detroit, MicH.—Harry Thurmond, 
who formerly operated a shoe store in 








they aren’t the right size. 





New Orleans, entered the Detroit field 
this week with the acquisition of the 
Torson store, under the name of Thur- 
mond Shoe Store. The store is at 424 
Woodward Avenue, the first store north 
of the river on Detroit’s main down- 
town street, and is the former location 
of Grenier, Inc., owned by Charles 
Grenier. 

Thurmond plans to establish a local 
chain, opening four or more stores in 
the next few months, with a second lo- 
cation a little further uptown already 
selected. 





Cleveland Store Moves 


CLEVELAND, OH1I0—The Miller United 
Shoe Store No. 800, now located at 
6404 St. Clair Avenue, is moving to 
their new location directly across the 
street. Much larger quarters have 
been prepared in the building hous- 
ing the National Slovenian Home of 
America. Micheal P. Billey, a young, 
alert shoeman, also a Slovene, is man- 
ager of the store. 
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it is difficult for people to make out- 
standing accomplishments of any kind 
without foot ease which is gained by 
wearing Walk-Over shoes. 

Another well-known Tampan wear- 
ing Walk-Over shoes is Al Lopez, the 
city’s greatest contribution to big 
league baseball. 
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Tennis Table Displays 


DENVER, CoLoO.—W. J. Meade, buyer 
for the shoe departments at a Sears- 
Roebuck unit recently discovered that 
tennis shoes don’t need to be given fea- 
ture space to move in good volume. In 
four weeks, one table in the department 
hadn’t moved a single pair of women’s 
shoes. Meade put tennis shoes on it, 
and they had a heavy call from the 
first day. 

“The reason,” explains Meade, “is 
that people know just what they want 
in tennis shoes and look around for 
them. With items where style is im- 
portant, good space is required to get 
interest. Last season we sold over 2000 
pairs of tennis shoes, and this year we 
hope to do even better. Besides being 
directly profitable, this business is 
worthwhile as a feeder.” 





lowa Retail Changes 


Des Moines, Iowa—Two new shoe 
stores have opened in the state. Mr. 
and Mrs. Fred Madsen of Latimer have 
opened a shoe store at Belmond. Ben 
Birenbaum has purchased the Stevens 
Shoe Co. store in Mason City. 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 


And when you need relaxation, 
you are right in the center of thea- 
tres and amusements... to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 


The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


*2.9U 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
Now under ARTHUR LEE Direction 
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M. J. Kaplan En Route 


Boston, Mass.—M. J. Kaplan, who 
is making a trip around the world in 
the interests of his firm, the Colonial 
Tanning Company of Boston, manufac- 
turers of black and colored patent 
leather, arrived in Hongkong several 
days ago from Manila cn the Dollar 
Line SS President Grant. 

After spending at least a week in 
Hongkong in order to get the market 
properly lined up for Colonial Patent 
he intends to stop at Shanghai, Yoko- 
hama and other Japanese ports. 





Carlson Goes to Des Moines 


Des MoINnEs, Iowa—W. P. Carlson is 
the new manager of the men’s shoe de- 
partment at Younkers. He was with 
the Nettleton Shoe Co. in Chicago for 
four years, and continues with the com- 
pany in his coming to Des Moines, as 
the department is leased by Nettleton. 
This new section is located at the front 
of the Man’s Shop, for the selling of 
men’s clothing and keeps the men’s de- 
partments together. The equipment 
carries out the ideas of a man’s den, 
with chairs and benches upholstered in 
red leather. and arranged informally. 





Boule With Browning King 


New York, N. Y.—F. D. T. Boule is 
now in charge of the shoe department 
of the Browning King store at 551 
Fifth Avenue. J. P. Smith Shoe Co. 
shoes are featured here. Mr. Boule has 
been selling men’s shoes in this vicinity 
for the past ten years and has a wide 
circle of friends. 





Has Charge of Shoe Department 


ESTHERVILLE, IOowA—B. J. Pardubsky, 
Jr., of Cedar Rapids, will have charge 
of the shoe department at Oransky 
Stores, Inc., here. He has also been 
appointed assistant manager of the 
store. 





Fyfe Bowler’s Party 


DETROIT, MicH.—The Fyfe Bowling 
League, composed of employees of R. 
H. Fyfe & Company, closed their sea- 
son with a banquet for the bowlers and 
10 officers of the company at the Hotel 
Statler this week. Banquet was fur- 
nished by the company. Steven Jay 
was toastmaster, with speakers in- 
cluding: William Livingston, president; 
O. A. Day, general manager; P. Goodell, 
vice-president. The officials of the 
league gave each bowler a watch charm 
of silver, in the form of a bowler’s ball. 
The two high bowlers won gold charms, 
presented by J. Taylor, president. High 
scores, for a league of four five-man 
teams, were: Gordon Culpert, 250, the 
season’s high for one game; Nelson 
Mason, 172, the season’s highest aver- 
age. 











ARE INVESTMENT 
PROBLEMS 
PUZZLING You? 


Are gou supporting stocks 
that have no real claim 
te your confidence? 


The time has come to look at all 
your securities with a critical 
eye. No matter what caused you 
to buy them, make each one 
justify its place in your invest- 
ment program NOW! 


Remember that the real profit in 
the next “upswing” will come 
only from those securities which 
represent: 


1. Industries with a distinct 
uptrend, and 


2. The foremost comp-nie: 
in these industries. 


Limited time and facilities pre- 
vent the average investor from 
gathering the full facts bearing 
on the value of even one secu- 
rity. Only the most painstaking 
research by a large experienced 
organization may reveal the real 
worth of any enterprise and the 
basic trend of all industry. 


Organized Investment Counse! 


Brookmire Service came into 
being to render this vital a‘d to 
investors. Today, as 30 years 
ago, it offers a more clearly de- 
fined road to investment success. 


Brookmire Service is impartial 
and unbiased in its judgment 
and recommendations. Every 
stock must prove its intrinsic 
worth before it can pass the 
rigid standards. 


Mail the coupon today and learn 
how Brookmire Service will help- 
you. 


UPeercrccccccccccccresececccecccscccesececeseseeeecceeceeeceescccessoecs 


BROOKMIRE, INC. 


551 Fifth Avenue, Department BSR-77 
New York City 


Gentlemen: I am anxious to 
check the six-months-ahead value 
of my holdings, and learn about a 
sound method of keeping my future 


investments profitable. end e 
details of your plan without oblig- 
ing me in any way. 

WR 6 Gas ca eee cee cateldacees 
MEME 6. ees centneccceiededeuens 
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WHERE TO BUY 


Children’s Footwear 


6 6 A 





MRS. DAY’S IDEAL BABY SHOES 
Fay Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 

Send for In-Stock 
Catalog 
MRS. oays IDEAL BABY 
Locust St. Danvers, Mass. 
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WHERE TO BUY 
Dancing Shoes and Taps 


6 se ree 


TAP SLIPPERS 
with Taps 
One strap 1.65 
Biack Kid < Ribbon tie 
1.70 


One strap 1.85 
Patent 
Leather Ribbon tie a 


BROOKS SHOE MFG. CO 
Swanson & Ritner Sts. 
Philadelphia 




















Gale Shoe Co. Moves 

NortH ApDAMS, MAss.—The North 
Adams Industrial Company, last occu- 
pied by J. I. Melanson Shoe Company, 
will be taken over by the Gale Shoe 
Co. of Boston, with factories in New 
Hampshire. They will manufacture 
women’s welt shoes. 





The first unit will be in operation 


June 1 and other units will be moved 
as rapidly as possible. The company, 
which was established in 1863, expects 
to employ about 400 at the local fac- 
tory. 

The officials of the concern, Her- 
bert E. Gale, president; John E. Gale, 
treasurer, and J. Elson Andrews, vice- 
president, were here Tuesday and 
closed the deal. 

The Industrial company has issued 
$15,000 bonds to raise money to make 
necessary repairs. 


Restful Slipper Co. Moves 


JERSEY CiTy, N. J.—The Restful 
Slipper Company, Inc., an old estab- 
lished Brooklyn manufacturing firm, 
has leased the entire top floors, aggre- 
gating 17,500 square feet in the two 
buildings at Wilkinson and Arlington 
Avenues, Jersey City. 





New Wholesale Firm 


WORCESTER, Mass.—Maurice Jaffe is 
president and treasurer of the newly 
formed Jobbers Outlet, Inc., to deal in 
boots and shoes. Samuel H. Jaffe and 
Sara Nore are also associated with Mr. 
Jaffe in the new corporation. 











THE SELLING END 
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Travelers Protest Tariff 


The following telegram was on April 
28th sent by the Boston Shoe Travelers’ 
Association to Senator David I. Walsh 
and Representative Allen T. Treadway, 
of Massachusetts: 

“The Boston Shoe Travelers’ Asso- 
ciation representing four hundred trav- 
eling salesmen of New England by vote 
of its executive committee respectfully 
protests against the Reciprocal Tariff 
Bill in its present form and hopes that 
Congress will provide that hearings 
must be accorded to interested indus- 
tries when tariff changes are contem- 
plated by the President. 


“GEORGE A. McINTIRE, President 
“WILLIAM NOLL, Secretary.” 


New England shoe manufacturers 
were much relieved when they learned, 
from the press reports of May 1, that 
the committee in charge of the recipro- 
cal tariff measure had practically 
decided to change the pending bill so as 
to require hearings by the President be- 
fore the latter reaches a final decision 


| in regard to tariff concessions, 


Moves Sales Offices 


Harry Parker, who represents the 
Johnston Wool Shoe Co. and the Kemp- 
ner Scott Shoe Co. has moved to room 
430 Marbridge Building, New York 
City. The move gives him much larger 
and better sales offices. 





Takes Road Job 


Des MOoINEs, Iowa—H. H. Morgan, 
manager of the Walk-Over Boot Shop 
in Des Moines, for several years, began 
May 1 as salesman for the Interna- 
tional Shoe Co. covering the northern 
part of Iowa. W.H. Dwyer of Buffalo, 
N. Y., succeeded him as manager at 
the Walk-Over store. 


Wholesale House Incorporated 


CLEVELAND, OHI0O—Papers have been 
filed with the secretary of state char- 
tering the Joseph Zak, Inc., with a 
capital of $5,000 to operate a whole- 
sale shoe and findings business at 3757 
West 25th Street. The incorporators 
are Edward Koenigsmark, James Vit- 
hous and Edwin Zak. 





Starts Manufacturing 


RIPLEY, OHI0O—The Lloyd Shoe Co. 
recently organized by T. C. Lloyd, has 
opened and is employing about 100 
workers. J. Morgan Derr, formerly 
with the Selby Shoe Co., is superin- 
tendent. The company has taken over 
the former plant of the L. V. Marks 
Shoe Co. 








May 12, 


]. & K. Rearranges Factory 


CoLuMBUS, OHIO-~—The Julian & 
Kokenge Co. has started to rearrange 
the factory with the purpose of in- 
creasing the production by at least 25 
per cent. This, it is hoped, can be ac- 
complished by the rearrangement of 
machinery and departments and the 
installation of additional equipment, 
without increasing the floor space. The 
marked increase in orders has made it 
necessary to increase the output to 
take care of the rush of business. 
Traveling salesmen will go on their 
territories with the Fall line of samples 
soon after May 15. 





Builds Plant Addition 


SEATTLE, WASH.—A large stride for- 
ward is being taken by the Currin 
Greene Shoe Company which will build 
a large addition to its shoe manufac- 
turing plant. The shoe company has 
applied for a permit for a new $20,000 
building. 





OBITUARY 





John M. Burton 


CoLUMBUS, OHIO—John M. Burton, 
aged 50, salesman for Dunn & Mc- 


| Carthy, Auburn, N. Y., and residing 


for the past four years at 3687 Irving 
Way, Columbus, was almost instantly 
killed May 2 near Augusta, Ky., when 
his automobile plunged down an em- 
bankment. He received a broken neck 
but survived long enough to tell where 
he lived. His wife, when notified, came 
to take charge of the body. 


Leo O. Coble: 


DALLas, TEx.—Leo O. Cobler, 58, a 
past president of the Southwestern Shoe 
Travelers Association, and representa- 
tive for the Ideal Shoe Co., in the South- 
western territory, died in the St. Paul 
hospital. He was stricken with a 
case of acute streptococcus meningitis 
from which he failed to recover. He 
was one of the outstanding shoe sales- 
men of the South. In a recent issue of 
the Boor & SHOE RECORDER appeared a 
poem, “The Shoe Man’s Code,” which 
Mr. Cobler wrote. 


George C. Buck 


SEATTLE, WASH.—George C. Buck, 
63, after several months illness died at 
his home. He was manager of the 
Ground Gripper Shoe Company. He 
was one of the first exponents of the 
corrective-foot idea in the Pacific 
Northwest. 








Thomas B. Jack 


WELLSVILLE, OH10O—Thomas B. Jack, 
84, pioneer retail shoe dealer in the 
upper Ohio valley, died recently at his 
home here. He is survived by three 
brothers. Burial was made here. 
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MATRICES OF 
6 SPECIAL 
ILLUSTRATIONS 


for Sport Shoe Week 
Advertising $ 1 50 


One and two column reproduc- 
tions of the poster design and sev- 
eral other appropriate illustra- 
tions for your advertising are in- 
cluded in each set of matrices for 
your Sport Shoe Week Advertis- 
ing, for only $1.50. 
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Colorful! 
Compelling! 
RED, WHITE AND BLUE 


POSTERS 


(SIZE 17x22 INCHES) 


FOR 


SPORT SHOE 
WEEK 


20 for $4.50 
30 for $6.00 


5 for $2.00 
10 for $3.00 


100 for $18.00 


We Pay Postage 


The final, powerful tie-up in any well- 
planned promotion program! 


Use them in your window displays and for store 
decoration. Use them in windows of vacant 
stores, and in conspicuous spots all over town! 


Get together and place 
a quantity order for all 
stores that sell sport shoes! 


BOOT AND SHOE RECORDER, 239 W. 39th St., New York 


Enclosed is *check (or money order) for.............. 


SPORT SHOE WEEK POSTERS 


a eee sets of matrices of special Sport Shoe Week Illustrations. 
RE Re eee, eer re ery mee ern rere 
ADDRESS (Print) 
CITY RS ee ere mee RR. 5 as eeeat lice mane 


*CHECK MUST ACCOMPANY THIS ORDER OR MATERIAL WILL BE SHIPPED C.0.D. PLUS POSTAGE 


When writing advertisers please mention Boot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 































































































FORTHE 
Cocktp\.® 
OR 
what have you? 
v 
MAY 
Blue-birds—rose-colored flow- 
ers . . . mottled board of 
white and pale tints, repre- 
I F senting sky. 
Size: 8x14” | 
COMPLETE TEXTS | fot 
Your window shoppers were as enthusiastic about sent on request 0 
4 cards—Women’s Shoes S 
your shoes as YOU are... ¢ cadets Chee d 
1 card—Children’s Shoes s 
athe i 9 ! 1 card—Hosiery 
Man-o-man, what a business you'd have! ! — —— Ds 
Fitting, Quality, Etc. | e 
Attractive, well-worded display cards convey YOUR Single Cards: 60¢ each S 
° Without Text: 35¢ each P 
enthusiasm, your confidence, your desire to render . 
real service. May mee ticket — fe 
same coloring as § t 
°@85 above show card. 
RECORDER DISPLAY CARDS DO THAT FOR YOU! 
To non-show card sub- | 
scribers at prices | 
Samples sent on request listed below. 
R 
0 
nl 
| th 
? capo 0 
4 ws a ws ae Lb if ° 
oe the 
il , 
“PF: Three shades “I”: Pale green “B”: Blue bar with “Z”; Orange and 
ef lavender. design on buff. a aan on green iota oe a 
Attractive Hand Lettered Price Tickets -. 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK ie. 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 28 $5.00 py mami 
“J”—Polly Clips for tickets: angle)'t gross sy 2 DR cheiieenntl 
(ad. adjuctablo—tiles at any “<m 
“K”—Shoe Carton Tickets: 500 @ 00° 81.e5, 1000 1600 @ $2.25 
CHECK WITH ORDER, PLEASE, ssilées C.O.D. preferred 
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BOOT AND SHOE RECORDER, May 


DO YOU WANT 
SIX TIMES MORE PEOPLE 


12, 1934 


TO STOP AT YOUR WINDOW ? 
IF INTERESTED, WE WILL TELL YOU HOW! 


ORE SHOES! 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 





Merchants Service Dept. 
BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Il. 





ol 








Select the Service You Wish— 
Mail Coupon—See Sales Jump! 
SERVICE NO. 1—$5.00 monthly: 


12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
_ 6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message.” for 


beginning with May, card service 
N@isccciccce’s » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
HG ccccees blank tickets each month—OR—......... ' 
IMPRINTED tickets at 35¢ per fifty, additional, for ‘ 
which we will pay §....... per year, payable $....... ‘ 


per month. For cash in advance, full year’s service, | 
5% discount. Checks from foreign subscribers must : 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 
We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and _ : 
WOMEN’S HOSIERY. (Cross out lines not carried.) ' 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAW/IFIED ann WANT A 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
[Et 3 + Wee 














SALESMEN WANTED — POSITION WANTED POSITION WANTED 








ANTED: EXPERIENCED SHOE SALES. 
MAN by old reliable factory to cover the SHOE BUYER SOME SHOE 


following territories: Montana, North and South 


Dakota—Iowa and Nebraska—Washington, Ore- 

gon and Idaho—Oklahoma and Ackanene—iie- Any shoe department that needs an MANUFACTURER 
souri and Kansas—Ohio and West Virginia—- experienced buyer who knows his New Payee gre ae 
Florida, Georgia and Alabama—Virginia, North England sources of supply in the-most- GOOD advertising a 
and South Carolina—Texas. We make a com- for-the-money shoes to move with motion’ may ane i. ae snaie 


about this chap, Majored in Mar- 


plete line of COMFORT TURN SHOES— 
keting and Advertising in college. 


WELTS—and UCO, the new lock-stitch process. speed and certainty should write to 











We pay 7% commission—5% advanced on ac- me, for I have merchandised profit- 
é Spent 2 years as member Adv. Staff 
P eliongas pn Magee: nen erga ney , Pon ably a basement department, increas- with large Penna. mfer.; 6 years as 
ticulars regarding past experience with refer- ing its volume from $50,000 to $300,- Se Executive with nat’l Adv. | 
ences. Address D-716, care Boot & Shoe 000. Can move old stock to get the on med RB ny wey Pd — Fo 
Recorder, 209 South State Street, Chicago, most out of it and gradually build up ore of largest shoe manufacturers. 
a new stock to move with greater turn- Under 35. Married. Healthy. Am- 
AR ; Cee aa ee a x bitious. Gentile. Hard worker. 
ALESMEN contacting better grade shoe de- ore — 30th _ . — Address D-734, care BOOT & 
partments and shoe stores wanted at once ecorder, est EEORt; SOW SHOE RECORDER, 239 West 39th 
to carry attractive side line. Samples compact. York, N. Y. Street, New York, N. Y. 





Can be carried in pocket. Liberal commission. 
Wide seller. Territories open over entire Uniterl 
States. State te ayn’ d and Laan lines car- 


i a 


ALESMAN for stitchdown shoes and sandals 
for volume trade, Eastern and Central states. 








Travel by car. Address D-728, care Boot & : . : . 

Shoe Recorder, 239 West 39th Street, New If you need national distribution for your product. Thoroughly 

York, N. Y. familiar with all phases of production, merchandising and distribu- 
ALESMEN Wanted for nationally known tion and selling of products to shoe manufacturers. Has a working 

Sis of men's shoes that retails at rapes knowledge of every shoe factory in the United States and Canada. 
) ces. é ree cna ce or ‘ 5 7) 

BUSINESS GETTERS. A large in stock Seven years in last position and in 1934 built up, merchandised 

« vartment to wor rom——no drawing accoun - . ‘ ri yt 3 
6% seneusionlen, State territory you are and distributed $750,000 of a particular line. Don’t miss this 

best known in and references. Address D-729, ° P 

care Boot & Shoe _ Recorder, 339 West 39th opportunity. Write at once for appointment, references, etc. 

Street, New York, N. Y. Address D-735 care Boot & Shoe Recorder, 239 West 39th Street. 


New York, N. Y. 

















WANTED TO LEASE , 











F EMALE BOOKKEEPER-—Stenographer, six 

















ANTED TO LEASE Shoe Dept. in best years, experience shoe jobbing. Compiete 
"Yready to wear shoppe in the best business charge—credits collections. Handle correspond- HELP WANTED 
city of Eastern Carolina. Address D-732, care ence. Address D-733, Boot & Shoe Recorder, 
Boot & Shoe Recorder, 239 West 39th Street, 239 West 39th Street, New York, N. Y. 
New York, N. Y. 
LERT 4 N N v POSI- * . 
ERT SOONG Mae aa een ELT ROOM FOREMAN—Must be ex 
HAS BEEN TRIAL BALANCE CLERK perienced on Goodyear welts, also Silhuwelts. 
LINE WANTED AED re tee te pice ta ld ps eg Wanted by midwestern factory making good 
MATION. HAS HAD THIRTEEN YEARS line of medium priced ladies’ shoes. Write 
FoR Alabama and Mississippi— Outstanding cone ern, isa tie: nein. fully, stating past experience and salary ex- 
1 men’s novelty shoes to retail at Two ER A y ximately 15 pai aily. 
A Agama gg Pag Bg gs Fe Rae REFERENCES SUBMITTED. ADDRESS  °°Cted-_- Output approximately 1500 pair dai 
Address D-730, care Boot & Shoe Recorder, 


Commission—No advances needed. Henry _D-724. CARE BOOT & SHOE RECORDER ¢ L 
Robbins, Florence, Ala. 239 WEST 39th ST., NEW YORK, N. Y. 239 West 39th Street, New York, N. Y. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 


$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

©F Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 
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FOR LEASE 





HOTELS 














BUSINESS OPPORTUNITY _ 








VAILABLE for lease. Shoe Department. 
Excellent, long established Boy’s and Men’s 


Wear store. City 100,000. Address D-731, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








WANTED TO PURCHASE 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 














POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 


entire or surplus stocks of 














SHOES—DEPT. STORES 
Leases assumed Transactions confidential 
WE BUY 


Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 











HOTELS 
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‘BOSTON... 
Stay at the 








At Kenmore Subway. 
All U. S. Routes lead 


to the Kenmore. 
® Modern, comfortable .. . convenient 


to shopping, business, the theatres. 
Ample parking space. 


® Outside rooms, each with tub, 
shower and circulating ice water. 


© Excellent food, moderately priced, 
in the Empire Room and English Grill 
Room and Bar. 


Write for Booklet—’’Historical Boston’”’ 


HOTEL KENMORE 


Commonwealth Ave. at Kenmore Sq. 
COLYAR P. DODSON, Manager 
One of Boston’s Newest and Finest Hotels 














TRADE LITERATURE 































YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
incomie in service fees. A new system 0: 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1394. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 








“THE RITA” 


To Retail from 50c to $1.00 





~ Combination 
THE SEASON’S LATEST CREATION 


These ribbon bows are carefully constructed of 


tinest silk grosgrain ribbon. Colors: Blue and 
white, brown and white, red and white, black and 
white or any two color combination desired. Clip 
en each bow. Prompt deliveries. 


We Ph gen the Opera Pump with a Bow of Art 
$2.40 per doz. Pairs—Less 2-10-E.0.M. 


BOW-ART CO. 
903 HOME ST. BRONX, N. Y. 

















HOTELS 





STOP IN PHILADELPHIA 


eal 
HOTEL PENNSYLVA NIA 


39 WECHESTNUT STS. 
nents 
VU LL Lae 


WEEKLY 91529 MONTHLY S902 
600 ROOMS 600BATHS 
ed PY GAL OLS 


DANZEL CRAWFORD IR. NG: 






















Jarman’s “Friendlies” 


NASHVILLE, TENN. — Jarman’s 
Spring and Summer catalog of men’s 
“Friendly” Shoes for 1934 is a mark 
to shoot at. Containing many unique 
features, it combines artistic effect 
with practicability. The cover is stiff 
and the book is spiral bound. Samples 
of the actual leather used in the shoes 
are adhered to the pages next to the 
fine illustrations, to give the retailer 
an adequate story of what they have to 
offer. Another very helpful feature is 
a section devoted to the 1934 Spring 
and Summer fashions. Besides an ex- 
tensive stock in sport shoes of all types, 
there are included hunting and riding 
boots and police and working shoes. 
It is a catalog which is more than a 
catalog. 














Remodels Shoe Department 


CINCINNATI, OHIO—The McAlpin 
Company has enlarged and remodeled 
its better shoes department and re- 
moved it from an upper floor to the 
street floor. This location is most ad- 
vantageous since it is near the count- 
ers at which hose, gloves, neckwear 
and other accessories of milady’s toilet 
are sold. The department has a ca- 
pacity of 60 chairs and is most attrac- 
tive with its walnut paneling, mod- 
ernistic lighting and wine and tan 
rugs. 

In addition to Red Cross shoes in 
which they do a large business, they 
have recently added Florsheim shoes 
to the department. Prices in McAlpin’s 
shoes range from $5 to $12.50. John 
F. Kipp is manager. 
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U 
Boston Will Hold Shoe Fair 


[CONTINUED FROM PAGE 29] 


Among the other events of the three 
days will be meetings of the directors 
of the National Shoe Retailers’ Asso- 
ciation and of the governing board of 
the National Shoe Travelers’ Associa- 
tion. It is expected that to these meet- 
ings others will be added later. 

The management takes special plea- 
sure in announcing that the ever popu- 
lar exhibit of ancient and modern foot- 
wear by the United Shoe Machinery 
Corporation will again be shown in 
Hotel Statler under the direction of 
Major Charles T. Cahill. No feature 
of current trade shows ever attracts 
a greater degree of attention than 
this exhibit. 

The grand culminating social-busi- 
ness highlight will be a luncheon-con- 
ference in Hotel Statler, Tuesday, July 
10, at which the speakers will be men 
of outstanding reputation both in and 
outside of the industry. It will be re- 
called that the luncheon-meeting held 
in connection with the 1933 Fair was 
one of the most impressive events in 
the entire history of the enterprise. 

Realizing that many visitors to the 
Shoe Fair like to combine their busi- 
ness trip with a little recreational plea- 
sure, the management will have a 
special information service for the ben- 
efit of those who wish to make vacation 
side-trips to the incomparable sea- 
shore, lake and mountain resorts that 
constitute New England the nation’s 
Summer playground. 

As usual, there will be special re- 
duced fares offered by the railroads 
and the Eastern Steamship Lines, Inc., 
and particulars as to these may be ob- 
tained from local ticket agencies, or 
from the management of the Fair. 

A reception committee composed of 
members of The Boston Shoe Travel- 
ers’ Association, the Boston .Shoe As- 
sociates and The Southern Shoe Sales- 
men’s Association will be on hand at 
the different hotels to look after the 
welfare of visitors. 

Mayor Frederick W. Mansfield of 
Boston has issued an official invitation 











BOOTS AND SHOES 


Ault-Williamson Shoe Co., Auburn, Me.... 


Brooks Shoe Mfg. Co., ro. a 
Brown Shoe Co., St. Louis, M 


Chase, W. S8., Sons, Haverhill, aa 54 
Clapp Edwin, & Sons, Inc., E. Weymouth, 
52 


Colt-Cromwell Co., Inc., New York City.. 
— J. M., Shoe Co., So. Braintree, 


Edwards, J., & Co., Philadelphia, Pa. .3rd Cover 
Excelsior Shoe Co., Portsmouth, O 49 


Green, Daniel Co., Dolgeville, N. Y..2nd Cover 
Hannahsons Shoe Co., Haverhill, Mass.... 52 
Ideal Baby Shoe Co., Danvers, Mass 


Mishawaka Rubber & Woolen Mfg. 
Mishawaka, Ind. 


O’Donnell Shoe Co., St. Paul, Minn 

Old Colony Shoe Co. 

Orthopedic Shoes, Inc., New York City, 
Back Cover 


ss eee E. B., & Sons Co., Dubuque, . 
4 


mas Wooden Sole Shoe Co., Columbus, 
56 


Shaw, M. T., Inc., Coldwater, Mich 


Vaughan Towle Co., Wakefield, Mass.... 

Vitality Shoe Co., St. Louis, Mo 

Wright, E. T., & Co., Inc., Rockland, ne, 
3 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 
Amer, William, Co., Philadelphia, Pa 


Cem A. F., & Sons Corp., Milwaukee, 


Levor, G., & Co., New York City 

Ohio Leather Co., Girard, O 

Surpass Leather Co., Philadelphia, Pa. .26-27-39 

Young, Richard, Co., New York City 

Ziegel-Eisman, Boston, Mass 

MACHINERY, LASTS, MFRS.” SUPPLIES, 
DRESSINGS, ETC. 

DuPont Viscoloid Co., New York City..... 37 

Fitz-On Sales Co., Worcester, Mass 

Mears, Fred W., Heel Co., Boston, Mass.. 6 


— Shoe Machinery Corp., Boston, 
Mas: 35-41-44 


Velcon Corporation, Portsmouth, Ohio, 
Front Cover 


SHOE ACCESSORIES 
Bow-Art Co., Bronx, New York 
Shoe Form Co., Auburn, N. Y 
Simplex Shoe Tree Co., Chicago, IIl 


MISCELLANEOUS 


Brookmire, Inc., New York City 
Hotel Kenmore, Boston, Mass 

Hotels Mayfair-Lennox, St. Louis, Mo.. 
Hotel Morrison, Chicago, IIl 

Hotel Pennsylvania, Phila., P: 

Hotel Piccadilly, New York City 


Kirsch-Blacher Co., Ine., New York City.. 
Poster & Deutsch, New York City 

Rubin, Irving, New York City 

Stephenson Laboratory, Boston, 68 


The Benjamin Franklin, pemeteoe. Pa.. 43 
The Breakers, Atlantic City, N. 55 





to all interested members of the trade 
to come on for the Big Event. 

The executive committee in charge 
of details of the 1934 Boston Shoe Fair 
is composed of Major Charles T. Ca- 
hill, Charles C. Hoyt and Thomas F. 
Anderson. All inquiries should be ad- 
dressed to the last named official at 
166 Essex Street, Boston, Mass. 


Buying Ventilated Shoes 


CHIcaGo, Itt.—Men have taken to 
ventilated shoes like ducks to water, 
according to W. C. Young of the Nunn 
Bush Chicago stores. Attention is 
called to these cool numbers in a new 
spring window by sticking toothpicks 
through the holes, showing that the 
holes are more than decorative perfora- 
tions. A white pig-skin is brand new 
this season and is already selling well 
at $6.75. Sales talk points to the prac- 
tical fact that it can be washed with 
soap and water, says Mr. Young. 
Browns are selling here at the rate of 
25 per cent browns to 75 per cent other 
shoes, but the early white selling has 
cut in some on the browns, which will 
get their innings in the early Fall, 
thinks Mr. Young. 


Run on Whites 


CLEVELAND, OHIO—A hot wave start- 
ing April 29, following a cold Spring, 
brought a deluge of orders for white 
shoes in Cleveland. As a result, white 
sales are well ahead of last season and 
one of the biggest seasons ever experi- 
enced is looked for. 

Alton D. Barnett, manager of the 
Lindner Co. shoe department, is one of 
those reporting a heavy call for whites. 
Toeless sandals, he says, are also in big 
demand at this time. 


Start on White Fabrics 


Boston, Mass.—New England mak- 
ers of popular novelties are starting to 
cut white fabrics in volume, also, some 
striped fabrics, pastel hued fabrics, 
putting them through their clicking 
machines in several layers. The new 
fabrics are of finer thread, tighter 
weave and firmer finish that the white 
canvas shoes of which New England 
once made millions for Summer wear. 
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UNDER THE SPREADING CHESTNUT TREE 


They’ve taken a firm stand—for Chestnut Brown—because it’s bright enough 


to look new, dark enough to wear with everything. They may call it Chest- 


nut, or they may call it Marrona, but they'll mean 


Vode No. 


96 
CHESTNUT BROWN 


SFAN BARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 


combines true flexibility, trim 





appearance and foot comfort. 


en, 


LOCKSTITCH 














Their growing popularity 
is significant 


Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 





UNTIED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The 
ALONETTE 


Treadeasy Littleway 


No. 991—White Washable Kid . . $3.90 
AAA to B, Sizesto9 Heel 1814/8 Continental Wood 


The 
DOMINO 


De Luxe Littleway 
No. 0987—-White Crushed Calf . . $3.15 
AAA to B, Sizes to 9 Heel 15/8 Cuban Wood 
Perforations punched through Unlined 


De Luxe Littleway . 
No. 0992—White Crushed Calf .. $3.15 


AAA to B, Sizes to 9 Heel 15/8 Cuban Wood 
Perforations punched through Unlined 

















Treadeasy Littleway 
No. 993—White Washable Kid . . $3.90 
AAAA to B, Sizes to 9 Heel 17/8 Louis Wood 


The 


Treadeasy Littleway 
Longitudinal Arch-supporting Saddle 
No. 964—White Washable Kid . . $3.90 
AAAA to B, Sizes to 9 Heel 16/8 Louis Wood 
Perforations punched through Full kid lined 


De Luxe Littlewa = 
No. 0963—White Crushed Calf .. $3.15 
AAA toB, Sizes to 9 Heel 14/8 Cuban Wood 
Perforations punched through Full kid lined 


Best Sellers Selected from 26 White Styles 
Send for Complete Catalog 
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COLONIAL achicwes. the exact balance- 


belween PRICE an QUALITY... 


* * * 


By correctly gauging the exact needs of the manufacturer, the 
retailer and the wearer, the makers of Colonial Patent have con- 
sistently delivered better value as measured by the balance between 
price and quality. Such leather cannot be cheap . . . yet our reward 
has been a constantly growing share of the market — a tribute to 
Colonial’s all around superiority as a workable, wearable, dependable 


patent leather. 
* * * 


COLONIAL PATENT 


COLONIAL TANNING compepnan4 
BOSTON -MASS- 
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NOW8? MEN’s SHOES 


ADDED AFTER 13 YEARS OF QUALITY BOYS’ SHOEMAKING 


with Definite Ideas of Simplified Production 
QUALITY OVER A FEW PROVEN LASTS - AND STOCK SERVICE 








PSS aR) 





Reading Down: ; : 
I ag e SIX leading shoe buy- 
Sop ed @ The_ Baron @ : , | pe i ‘i 
int eee hes aa ers in Chicago’s Loop told us: 
soles @ Wingfoot heels @ 6 i \ : 
Iron D grained and buffed in- 


otee © mane comes © i, lS They do 80% of their men’s shoe 


—-. _ ‘tuacter wy eo 
Steel shanks. idths @ size —_—: ee ° 
7 10:12 @ B.C & D6 to 12 jeg business on FIVE black calf oxfords 
Style $158 @ The Bristol @ sel . . . and this record is based upon 
Heels. ‘Widths @'A 7 toll © | ! 

eels, 2 } 
B.C & D6 to 11 @ Price 1 je 80% of Loop sales (better grades). 
33.29. f 


4 Se. Gl ee ee \ we We believe that 80% of the dealers 


@ Rueping Full Grain Anoka 

Black Calf @ 8 Iron Kistler \ j : “ - J 

ae Wits a's ten Pe, / in the United States will find they 
ote Rew ite tts h like record. Lon erience 
t t e 2 e 

12 @D 5 to lle Price $2.60. - ; eateibes ssliaiees § oF 


es ee eee 


so indicates. 


SO ... we will make only a few big 
selling styles, thus putting the saving 
in manufacturing costs into better 
KISTLER soles, better insoles, and 
better uppers to retail at YOUR 
PRICE, to give a profitable margin. 
They are that good. 


Sample a Case of Quality Today. 


TEE PLE 


SHOE COMPANY 
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uby K 


IS USED IN THIS MODISH 


LIGHT-WEIGHT OXFORD BY 


BROCKTON CO-OPERATIVE SHOE 


A shoe of unexcelled quality and comfort, the number 
602 is carried in stock on the famous Arch Custom last. 


d 
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DEFINITE SALES INFLUENCE 


more and more men 


are wearing kid shoes 


They are finding, too, that shoes fashioned of Evans Kid Leathers 
have that highly prized. thoroughbred appearance . . . a smart- 
ness that endures an incredible length of time... and unusual 
coolness, comfort and flexibility. Evans Kid Leathers are care- 
fully selected from fine, mature skins and specially tanned so as 
to retain a distinctive rich finish. Over eighty years of experience 
and absolute dependability lie behind Evans Kid Leather — 
successful manufacturers everywhere place reliance on it — and 
men of taste prefer it in their footwear. John R. Evans & Com- 
pany, Camden, New Jersey. 
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HERE ARE THE FACTS 


q Five years ago the soles of all women’s shoes were attached by stitching.* 
Today more than forty-eight million pairs are made by the better and more 
modern method of attaching the soles with cement. 

q During this five-year period, cement shoe production has grown to represent 
36.9% of all the women’s shoes made. These figures are based on the total of 
women’s leather-soled shoes—welts, turns, McKays, lockstitched and cemented. 





This large volume of cemented shoes continues to increase, proving that the 
uperiority of this modern shoemaking technique is recognized by the entire 
ies ghuistry. Compo Shoe Machinery Corporation, Boston, Mass. 


ess than one-half of one per cent of women’s shoes were made by the cement process. 
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THE DEMAND will be 


for 8 hite ee oe 


Men whoknow what’sright will 
wear white shoes this summer, 
and men who know fine foot- 
wear will choose Florsheims .. . 
Only the finest imported genu- 
ine buckskin, white buck, or 
calfskin, is used in Florsheim 
white shoes. The best mate- 
rials, plus Florsheim crafts- 
manship, give you footwear 
that will completely satisfy 
the most exacting of your cus- 
tomers . . . The increased de- 
mand for white and the in- 
creased demand for quality 
naturally find their answer in 
Florsheim Shoes. We’re pre- 


pared to furnish them out of 


stock in an exceptional selec- In 
t O Cc THe WILsHIrRE S516—all-white genuine buck- 
tion of styles. skin, with Florsheim Ped-Flex construction so that 


they need no “‘breaking-in.” To retail at $] () 


The FLORSHEIM Soe 


t 
TO RETAIL AT $ 715 MOST STYLES 
Some Styles $10 


THE FLORSHEIM SHOE COMPANY -« Manufacturers» CHICAGO 
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